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ideo Nets Get 
all Programs, 
Hours Lined Up 


All Four Networks 
Plan Extension of 
Daytime Service 


New York, Sept. 22—The battle 
Shaping up among the four tele- 
vision networks over advertisers, 
talent, inter-city networking facil- 
ities—and, of course, viewers— 
will not be just an evening en- 
counter. 

With General Foods Corp. set to 
carry a three times weekly after- 
noon TV show and Procter & Gam- 
ible, king of the daytime radio 
sponsors, reportedly considering 
the possibility of selling soap to 
housewives on daytime video, af- 
ternoon programming schedules 
loom large in the fall plans of 
telecasters. 

To break the mid-afternoon 
onotony Mrs. USA will be able to 
take her choice of video entertain- 
ment by Garry Moore, Bert Parks, 
Kate Smith, Robert Q. Lewis and 
Buddy Rogers if all goes as ex- 
pected. Except for DuMont Tele- 
vision Network, pioneer in the 
daytime telecasting field, the com- 
panies have evidenced slight in- 
terest in providing early afternoon 
network service for affiliates in 
previous seasons. 


e This fall, however, Columbia 
Broadcasting System, according to 
tentative plans, will open its net- 
work Monday through Friday at 
1 p.m. EST, starting Oct. 9. Na- 
tional Broadcasting Co., which has 
been opening at 5 p.m., EST, will 
begin network service at 3 p.m., 
EST, soon. ° 
American Broadcasting Co., 
which starts its Monday through 
Friday network schedule at 5 p. m., 
EST, has no plans for afternoon 
programming at the present. Its 
three owned and operated stations 
on the cable program the time 
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SEEN IT?—This curious bird and others 
will be featured in Standard Oil of Ind. 
advertising this fall. (Story on Page 79.) 


Druggists Doing 
Poor Sales Job, 
Jobbers Agree 


BBDO’s Purcell Tells 
Drug Wholesalers How 
Much Sales Must Rise 


New York, Sept. 20—Retail 
druggists face the prospect of re- 
gressing to the days when drug 
stores only dealt in pharmaceu- 
ticals, because. they are being 
“outmerchandised” by supermar- 

(Continued on Page 79) 


Modern Inventions 
Are Wondertul, But 


There Are Times... 


Cuicaco, Sept. 21—Despite elec- 
tronic controls and other safe- 
guards on modern printing plant 
equipment, “things sometimes DO 
go wrong,” C. Howard Thomas of 
National Publishing Co., Phila- 
delphia, told the Printing Industry 


age | of America at its meeting here last 
2| week. His example: 


A magazine publisher has an 
automatic machine in the sub- 


20| scription department that inserts 


renewal promotion letters in en- 
velopes, seals them, stamps them, 
sorts them by cities and states and 
deposits them in mail bags. 

“One hot, sticky day last month, 
as the machine was humming 
along,” said Mr. Thomas, “some- 
thing got gummed up. Not enough 
to stop the machine, nor to in- 
dicate to the operator by any 
change of rhythm that anything 
was wrong. 

“Nobody was aware of the 
trouble until several days later, 
when a rancher in Montana in- 
formed the subscription manager 
that, all in the same mail, he had 
received 6,000 identical letters no- 
tifying him that his subscription 
to the magazine had expired!” 


PIA Evaluates 
New Equipment 
in Graphic Arts 


Cuicaco, Sept. 22—The 1,500 
members of Printing Industry of 
America who held their annual 
convention here this week were 
primarily concerned with three 
subjects: 

1. New developments and equip- 
ment displayed at the graphic arts 
exposition (AA, Sept. 18). 

2. The international situation 
and problems arising as a result 
of a wartime economy. 


3. The necessity for greater unity 


among various segments of the 
graphic arts industry. 

In general, both speakers and 
PIA members were pleased with 
the new equipment at the exposi- 
tion. They felt significant improve- 
ments had been made, but that 
some items, including photographic 
composition equipment, still have 
certain limitations. And a number 
of speakers called on equipment 
manufacturers to come up with 
more and better machinery. 


a Thomas P. Henry Jr. of Thomas 
P. Henry Co., Detroit, who has 
operated one of the photo-type- 
setters, said he feels the machine 
still is limited by the speed of the 
operator; that it will be limited 
to lithography and gravure com- 
position “for a while”; that cor- 
rections cannot be made easily 
enough; that machines with one 
master disc or a mat case are not 
flexible enough, and that he 
doesn’t expect to save money by 
using the device. 

Harold R. Dantuma of Reliance 
Typesetting Co., Chicago, discussed 

(Continued on Page 58) 
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Study Relates Movie 
Going to Ad Volume 


addrass WASHINGTON 


Weed i che Nas 9 pl squad went ae 
pra 


NATIONAL—Capital Airlines will use full- 

color pages like this in The New Yorker, 

The Saturday Evening Post and Time this 

fall, the first magazine ads it has ever 

run, to reach passengers in off-line cities. 

Lewis Edwin Ryan Inc., Washington, is 
the agency. 
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Exchange Purchases 
Exclusive Rights 
to Sunkist Name 


Los ANGELES, Sept. 21—Califor- 
nia Fruit Growers Exchange has 
purchased exclusive rights to use 
of the trademark “Sunkist” from 
California Packing Corp., San 
Francisco, for $1,250,000, to be 
paid over a period of five years. 

Since 1908, the exchange has 
used Sunkist as its trademark on 


(Continued on Page 78) 


Last Minute News Flashes 


Canada Dry Names Mathes for Sherries, Brandies 


New York, Sept. 22—Canada Dry Ginger Ale Inc. has appointed J. 
M. Mathes Inc. to handle Pedro-Domecg sherries and Spanish brandies. 
The campaign breaks next week in Sunday supplements, Spanish lan- 
guage and trade publications. National consumer advertising opens in 
The New Yorker Oct. 14, followed by Holiday, Esquire and Town & 
Country. Erwin, Wasey & Co. formerly had the account. 


Denton Rejoins D-F-S; Brings Nullo with Him 


CuicaGo, Sept. 22—Thomas K. Denton, formerly with Casler, Hemp- 
stead & Hanford, has rejoined Dancer-Fitzgerald-Sample as vice-pres- 
ident and account executive in the Chicago office. Mr. Denton brought 
with him the DePree Co. account, maker of Nullo, the deodorant in tab- 
let form. The Chicago office also has added Joseph G. Bumgarner as 


an account executive. 


Chambers & Wiswell Gets All of New Haven 

Boston, Sept. 22—Chambers & Wiswell, which has handled Massa- 
chusetts and Rhode Island advertising of the New York, New Haven & 
Hartford Railroad, has been named to handle the whole account. St. 
Georges & Keyes formerly placed New York and Connecticut advertis- 
ing. The road is boosting its ad budget. 


Trommer Account Goes to Lennen & Mitchell 


New York, Sept. 22—John E. Trommer Inc., Brooklyn, has named 
Lennen & Mitchell here to handle its advertising. Federal Advertising 
Agency previously was Trommer’s agency. 


Ekco Account Returns to Earle Ludgin Agency 


Cuicaco, Sept. 22—Ekco Products Co. has reappointed Earle Ludgin 
& Co. to handle its advertising. The Ludgin agency directed the account 
three years ago, but since that time Al Paul Lefton Co. here has had 


(Additional News Flashes on Page 79) 


the account. 


Gallup Unit Shows That 
Attendance Drop Equals 
Drop in Ad Investment 


By Pui SEITZ 


HOLLYwoop, Sept. 22—Despite 
the accepted feeling in the motion 
picture industry that it has prob- 
lems peculiarly its own, and that 
they cannot be solved by usual 
business methods, current events 
reveal its marketing problems are 
much like those of any business, as 
are its reactions to them. 

Today, motion picture trade pa- 
pers are reporting a general up- 
swing in attendance, which began 
July 4. This represents a distinct 
checking of a decline which has 
persisted since 1946. As a result, 
exhibitors are asking for added 
promotion effort to guard against 
any lag in the present trend. 

So we now have the spectacle of 
exhibitor requests for stronger 
promotional effort because busi- 
ness is good. Yet, for some time 
now, Audience Research Institute 
has been preaching the gospel that 
business has been bad because ever 
since the down-trend began in 1946, 
movie advertising and publicity 
budgets have been cut almost in 
direct proportion to the decline in 
weekly admissions. 


ws ARI has a convincing array of 
statistics to support its view that 
business has been bad because, in- 
stead of stepping up promotion 
when it was needed, budgets were 
cut to the bone. This position is 
taken without attempting to min- 
imize the fact that television and 
other factors have also had an im- 
ponderable but definite effect upon 
the boxoffice. 

ARI is a market research com- 
pany founded 13 years ago by Dr. 
George H. Gallup to specialize in 
the study of motion pictures. It 
provides numerous survey services 
designed for use by movie execu- 
tives in the planning of motion 
picture production, distribution and 
promotion. 


(Continued on Page 70) 


‘Fortune’ Tests 
50¢ Pocket-Size 
Edition of Itself 


NEw York, Sept. 19—Fortune 
yesterday placed 100,000 copies of 
a pocket-size, 50¢ version of it- 
self on the nation’s newsstands. 

Back of the one-shot experi- 
ment, Publisher C. D. Jackson said, 
is the idea that Fortune may be in- 
troduced to a wider group of peo- 
ple “through actual sampling of 
our kind of reporting.” 

Sixteen articles appear in the 
small Fortune, whose cover bears 
the caption, “Selections from For- 
tune 1950.” They were chosen as 
“representative of the scope of re- 
porting and writing performed by 
the editors.” No advertising ap- 
pears in the issue. 
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News Breaks in 3 
California Cities: 


It's a Detergent 


Los ANGELES, Sept. 21—Last 
week Purex Corp. here introduced 
a new all-purpose detergent, News, 
in three California cities, Oxnard, 
Ventura, and Santa Barbara, with 
an intensive barrage of newspa- 
per and radio advertising. 

Most detergents now marketed 
are either “light” or “heavy.” 
They’re designed for specific uses, 
i.e., dishes or waShing or fine 
fabrics. In the planning preceding 
development and introduction of 
News, Purex decided it could best 
compete with the giants of the 
field, Lever Bros, and P&G, by 
producing an all-purpose deter- 
gent, the result being News. 

During pre-marketing research, 
blind comparative tests between 
News and competitive brands were 
conducted among more than 2,800 
consumers. Results indicated News 
“outperforms” all other detergents, 


it is claimed. Ads will headline the 
theme, “One Suds for All Wash- 
ing.” 

The name News was chosen for 
the play on words it makes pos- 
sible in ad copy. The idea will be 
followed through in newspaper 
advertising, but on the air it is a 
victim of the Korean war. So long 
as the war is on, stations are ban- 
ning the use of commercials simu- 
lating or associated with actual 
newscasts. 

Purex has been marketing an- 
other detergent, Trend, for some 
time. Foote, Cone & Belding, Los 
Angeles, is the agency. 


Gets Hotel Account 

Melamed-Hobbs, Minneapolis, 
has been retained to handle the ad- 
vertising of the Hotel Nicollet, 
Minneapolis. Trade publications, 
outdoor posters and regional news- 
papers will be used. 


Wade Agency Moves Oftices 

Wade Advertising Agency has 
moved its Pacific Coast office from 
411 W. 5th. St., Los Angeles, to 
6223 Selma, Hollywood 28. 


Seiberling Promotes 
Higgins, Slevin and Firick 


Seiberling Rubber Co., Akron, 
has enlarged its government sales 
department. James H. — Higgins, 
who has been in charge of manu- 
facturers’ sales, has been appoint- 
ed manager of the new federal 
government and manufacturers’ 
sales department. 

In addition, the company an- 
nounced the opening of a Wash- 
ington sales office at 1025 Vermont 
Ave. N. W. Harry H. Slevin, who 
has been manager of Auto-Lite 
of Georgia, Atlanta, has been 
named special representative for 
the company and in charge of the 
new office. William F. Firick, in 
charge of government sales for the 
company, has been appointed 
operating manager of the depart- 
ment. 


To Melvin, Newell & Rector 


Victor A. Bennett Co., New 
York, has named Melvin, Newell 
& Rector, Hollywood public rela- 
tions concern, to handle a special 
public relations and advertising 
campaign for  Bovril, English 
manufactured food concentrate. 
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“Old Newt has expanded considerable since getting state-wide 
coverage of all lowa in the Des Moines Sunday Register’ 


Like to see more business beat a path to your doorway? 
Then get in on this big lowa market. 

Your best “in” is through the Des Moines Sunday Register. 
Here’s coverage of this whole wonderful state-wide market 
of 24% million people—that’s better than most papers cover 
a city! It delivers complete domination of 86 of Iowa’s 99 
counties with 50% to 100% coverage—with over 25% in 


all others! 


Its 500,000 plus circulation gives you 3 out of 4 of all 
Iowa buyers. And how they buy! 5 billion dollars a year, 


no less! 


With a market like this—and such unusual coverage of it 
—is it any wonder advertisers have made the Des Moines 
Sunday Register 7th in general advertising linage among 
all Sunday newspapers. Milline rate, only $1.57! 


Represented by: 
Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 
ABC CIRCULATION March 31, 1950: 
Daily, 372,051—Sunday, 540,192 


THE DES MOINES REGISTER ann [TRIBUNE 


Gardner Cowles, President 


Advertising Age, September 25, 1950 


Defense Information Program 
to Be Government's Biggest 


Widespread Use of TV 
Planned, Including 
Movie Industry Film 


WasuincTon, Sept. 21—The civ- 
ilian defense preparedness pro- 
gram forwarded to Congress by 
President Truman this week is ex- 
pected to result in one of the big- 
gest government information pro- 
grams in history. 

Details of the program must 
necessarily await the appointment 
of a civilian defense director and 
the organization of an Office of 
Civilian Defense. 

The civilian defense program is 
the first major information project 
to come out of the mobilization 
effort. 


# A second project getting consid- 
eration at this time would attempt 
to explain the reason for shortages 
of strategic materials. 

The civilian defense program 
would be designed to secure vol- 
untary participation of hundreds 
of thousands of citizens, and to 
teach millions of others to protect 
themselves in the event of an 
emergency. 

When the program is under way, 
it undoubtedly will draw on all 
existing media, but the most not- 
able aspect will be widespread use 
of TV. . 

While TV is still young, and the 
number of stations and sets limit- 
ed, White House staff members 
recognize that it is particularly 
well adapted to reach concentrated 
metropolitan areas, where the 
greatest dangers are believed to 
exist. 


ws Besides its size, the civilian de- 
fense information campaign is one 
of the most delicate the govern- 
ment has attempted, according to 
Charles Jackson, White House 
staff member in charge of govern- 
ment relations with mass media. 

“We have to-teach 150,000,000 
people to take care of themselves 
in the event of an emergency, yet 
we certainly do not want to scare 
them unnecessarily.” 

According to present plans, the 
motion picture industry is to pro- 
vide the civilian defense organiza- 
tion with a 28% minute film which 


will instruct citizens on the steps 
to be taken in an emergency. 

By putting this film on TV, Mr, 
Jackson hopes to teach 10,000,000 
housewives how to take care of 
their homes and their families, 


s In addition to individual in- 
struction, the civilian defense pro. 
gram involves the recruiting of 
large numbers of volunteer work. 
ers, and a special Red Cross cam- 
paign to line up millions of blood 
donors. As yet, no advertising 
agency has been selected to work 
on the program. 

In the event that TV fulfills 
present expectations, the results 
can be of tremendous importance 
to the industry, as far as its status 
during industrial mobilization is 
concerned. 

There have already been some 
exploratory conferences with the 
Department of Commerce to de- 
termine whether the production 
of TV sets can be continued, and 
particularly whether provision can 
be made for replacement tubes for 
existing sets. At this time, the dis- 
cussions are inconclusive. 

The campaign to explain short- 
ages of strategic materials would 
be worked out in cooperation with 
the Department of Commerce and 
other government agencies han- 
dling the allocation of materials, 
Compton Advertising is doing pre- 
liminary work on it. 


RCA Sets Bonus Record Drive 


RCA Victor, Camden, N. J., will 
use 160 newspapers on Sept. 26 
to kick off a bonus offer promotion 
tied in with its 45 rpm. equipment. 


Customers buying any of this: 


equipment will receive a bonus 
book entitling them to receive six 
45 rpm. records. The offer also 
will appear in Collier’s, Ebony, 
Esquire, Fortune, Life, Look and 
The Saturday Evening Post. It also 
will be plugged via “Kukla, Fran 
& Ollie” (NBC-TV), and “The $64 


Question” (NBC), starring Jack 
Parr. 
Habitant Soup Plans Drive 


Habitant Soup Co., Manchester, 
N. H., is launching an expanded 
fall drive in magazines, news- 
papers and on radio and TV for 
its vegetable, pea and onion soups. 
Chambers & Wiswell, Boston, has 
the account. 


Remember 
We're 
OVERNIGHT 
BY AIR 


Write today for our 
brochure and price 
list that will save you 
production risks, 
disappointments and 
money. 
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For Finer Color Ads 


IT’S CHROMART AGAIN 
—With a New Approach 
to Carbros from Color Films 


Originally introduced 12 years ago, 
Miller’s Chromart is still the only 
artcopy colorprint-for-platemaking 
used on a nationwide scale for top 
accounts. 

Eight exclusive improvements have 
distinguished the Chromart from 
other prints and carbros made from 
color transparencies. And NOW the 
. MULTI-HUE DYES... let 
us favor the subject or the treatment 
you want rather than being limited 
by the usual primary colors. 

Other vital advantages to you: 
Chromarts can be mounted into com- 


art, retouched as desired, 


effectively and accurately displayed 
for client’s applause and final okay. 
Color films cannot. 
FRANK 
LABORATORIES 
846 N. Fairfax, Hollywood 
Only FINE Copy Yields FINE Plates 
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PRINTING COMPANY 
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This 28 x 44 banner is 
printed in 2 colors on 
KANVET, a fiber de- 
veloped by CSP for in- 
door or outdoor use. 
Kanvet looks like canvas, 
is rich in appearance but 
economical. Stands wind, 
rain, sun. Prints or litho- 
graphs beautifully. 


This big, colorful floor display gives the Electromaster Range 
rt. 26 a top spot in any show room. The design and construction is 
ment. simple but hard-hitting. Displays like this are created, de- 
this: signed, produced and distributed all by CSP. 


"THERES NOTHING SO POPULAR 
BS pong 


fights - a 
Aad Action 


This is the famous Mystik 
Can-Holder. The “self-stik” 
Mystik Plak adheres to 
walls, doors, counters. An 
ingenious clamp holds can. 
An economical dimensional 
display that will put any 
canned product where it 
won't be missed! 


This dimensional display is beautifully lithographed in full 
color and set-off by a pop-out picture frame in simulated 
wood. CSP creative and production departments handle dis- 
plays of every kind—on cardboard, cloth, paper, weather- 
proof Stanzall and “self-stik’” Mystik. 
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Does your product need a NEW idea for point-of-sale advertising? Ideas are our business! We create them, 


REPRESENTATIVES: produce them, distribute them. Call in your local representative of Chicago Show Printing Company or 
A few choice territories still available. 


Weite fer information. wire our home office. CSP will go to work for you today. Write for our point-of-sale idea book now. 


Chicago Show Printing Co., 2640 N. Kildare, Chicago 39 and 1775 Broadway, N. Y. Offices in Philadel- 
phia, Detroit, Kansas City, Minneapolis, Atlanta, Los Angeles, San Francisco and other principal cities. 


1950 ee 
’ 4 
ae 
cop | POINT=-OF-SALE c, 
, Mr, r 
0,000 i) ‘ 
e of 
es, : 
. in , 
pro. ' 
g of : ; 
ork- 1 oa 
- : oy ee — { bn” 
~ rT i \ , ; ¥ ae 
a ' E 4 
ee: 1 
= H : 
pi 1 A P 
‘ 1 
et oe 1 a? oka 
: ~ | 7] ey oe ' oy. 
ee bg sa 4 : ef - . ] 
' a her ! \ ” Ly | 
; > re i ee ou ae 1! ; j 
Latus ia ¢ he ee ee ee we dd a 1 ° | 
mn is et i eset oma + ie ' . # 7 
some 2 —— ° San Be ' 
© beet .& aa. ' oa : 
1 the Tain & , = { ' ‘ Si v fe | é 
» de- ope. : i, 1 . ett | 
‘ sae > © = - cot ih 1 ‘ ~ | 
— — | {a 
, and ae ie a gaat FS acy ' 
n can . Sa aa ae af Sede | 
°s for a souk ' — ~ ae “> y. oe 
> dis- ; 4 nw “| 4 at hd 1 a = -_ SS y 
4c Aa eae ae ee ae ' Bac ye patie ae aan : oe ; ; i 
oe ee ire ke ' ee Re Pe cee is 
hort- eer Sire ee: AOC a ee 1 aa 
vould inc Aaa ' eee he 
ith ee ee ' re ee. ot sj 
wi > eS SN a ' f Ti iL 1g ye es 
> and aie sla : i. Ree AS ae we aaa 
i | 3 > ~S : 
: pre- 1 ah Se ide chee ~ i ‘‘sijageelaaa 
' a Rg a 
' Pee ha : a sae 2. 
1 Be | ees aie ee sg { 
' ope bt ; 
' a a 
' eS se fs 
: a ee 
1! a ee. aa se Oe es ps a 
Y | sis 
fe Six aa 
also H = 
bony, ' iar 
¢ and ' ies 
t also : - eu: 
Fran ' ee icoaee 
= ' ° pete, 
Jack : ane 
H 
m H : i t a 
| ' g 
' 
ester, Rotiee ie ' 
news ‘ re | 
news- : : - : 
a VL 
Soups. S 1 3 aD _ ‘ j 
4 Y"SAFETY ! , 4 , 
asia seis! : ' i iis hed Sod 
4X FACTOR: : f Be 
A DW FF ; ' ra : 
sey ' ety 4 4 
i] i. P : 
rt ' bd ‘ 
. t se 53 t 
| 1! . « y ow ie 
| ee or & 
——— 1 Ned bya: 
ht : ial ae. 2 £. 
“ ; 4 me et 8 : oa ; 
“ - ‘ et oe er i 
a a 1 5 eF Des 
' ‘ si 
MOTOR Oil | | 
: 3 ' ; ; eae 
4 a 1 . 5 
Be a 1 yew 
es rttG? 4 Sees 
AMT? ‘Z ; art 
an Ye : 
ee oe 8 = 
Ge Ton eee Ae TF ' ; : 
PONS 2 le. es Bae 1 e § 
i ' % , 
; pik ae 
| : : 
. ' eg a { 
1 
1 r 
' 
ey mee ee Boro aie 5 os MNCS el ie NIE a2 get pe : ; : : . : " ' a ee 
ake oy eT a Ske ae wy ae Pe ae h Hie: = om Co mite ~~ Pea ae etme ay ee er ‘ Sener ee “ayy F oe ed << Sate ‘, fie a Pas i z : ; r 3 7 a ee ae ef iis ain 


JWT Suggests Florida Citrus Commission 
Invest Most of Ad Funds in Newspapers 


LAKELAND, FLA., Sept. 22—A $1,- 
500,000 advertising campaign for 
1950-’51 was presented to the Flor- 
ida Citrus Commission for approv- 
al today by Don Francisco on be- 
half of J. Walter Thompson Co., 
New York. The agency recently 
took over the account from Benton 


& Bowles (AA, Aug. 14). 

Mr. Francisco’s presentation 
called for two major changes in 
the commission’s advertising: 

1. The principal part of the ap- 
propriation should be used for 
local advertising via newspapers, 
Sunday magazine sections, radio 


TOY 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distributors regularly reed 
TOYS AND WOVELTIOS, “The Voice of the industry”. Contect ws fer further information. 


TOYS & NOVELTIES 


BELL BUILDING 
CHICAGO 1, lil 


and TV. Last year, two-thirds of 
the money went into national 
magazine advertising. ; 

2. The ads themselves, instead 
of separately plugging fresh fruit, 
canned juice or frozen concentrate, 
should point up the deliciousness 
and healthfulness of a fruit, but 
show that it can be obtained fresh, 
canned or as frozen concentrate. 


s Newspapers in 93 cities east of 
St. Louis and the Mississippi River 
will be used for b&w advertising, 
under the plan. (“Fresh Florida 
fruit is not sold in any quantity 
west of the Mississippi,” Mr. Fran- 
cisco pointed out.) 

Each paper will carry a number 
of ads, beginning in mid-Novem- 
ber. The papers, for example, will 
carry a 1,000-line ad heralding the 


acave 


return of oranges. This will be 
followed by five 600-line ads and 
one 360-line ad. Grapefruit will 
be pushed via a 1,000-line ad fol- 
lowed by three 600-line and one 
275-line inserts. Tangerines will 
start with a 500-line ad and follow 
up with two 205-line and one 165- 
line ads. 

Full-color pages will be used in 
This Week Magazine and The 
American Weekly in 27 cities 
where these Sunday magazines 
appear east of the Mississippi. 


ws “The attractive color of citrus 
fruits is a great advertising ad- 
vantage and we like the Sunday 
newspapers because we can use 
color pages and confine them to 
Florida’s primary markets east 
of the Mississippi,” Mr. Francisco 


It is an accepted fact that people learn seven times more through the 
eye than through the ear. But think of this! — Spot Movies (Film 
Commercials) combine the visual impact of newspapers and maga- 
zines, the oral persuasion of radio and, in addition, combine sight 
(with color if you wish) and sound with motion to make product 


demonstrations. 


Spot Movies (Film Commercials) appear on the theatre screens like 
movie shorts. They get almost 100% attention from a relaxed, recep- 
tive audience. (The movie audience is the finest cross-section of mass 
buying power you can assemble.) With Spot Movies (Film Commer- 
cials) you can aim your message at highly selective markets — even 
down to particular neighborhoods — or get nation-wide coverage 


through the 


Cost? Spot Movies enable you to put over standardized, carefully- 
arranged product “demonstrations” at an average cost of only $.004 


14,458 available theatres. 


per movie-goer! 


For the complete story on Spot Movies, write The Movie Advertising 


Bureau today. 


ovie Advertising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


MATIONAL OFFICES NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. © 


CLEVELAND: 526 SUPERIORN.E. © 


eptember 25, 195m 


t 


ng Age, 


said. 

His presentation also called for 
spot announcements via 21 radio 
stations in eight cities. He algo 
proposed that the commission buy 
participations on TV shows in 
New York, Chicago and Baltimore 
for a period of 26 weeks. 

Mr. Francisco suggested that 
only two magazines be used for 
commission advertising, naming 
Life and The Saturday Evening 
Post. His plan calls for using full- 
color pages in these magazines 
every four weeks, the whole year 
round, starting in December. 


a “There are many other excellent 
media that we would like to use,” 
he said. “We would like to use 
women’s magazines and farm pub- 
lications particularly. But we must 
do an adequate job in whatever 
publications and markets we enter, 
The use of other media will have 
to wait until we have more 
money.” 

Bedsides newspapers, radio and 
TV, and the two magazines, the 
proposed program calls for store 
display material. 

Mr. Francisco also recommended 
that the commission start advertis- 
ing in Canadian newspapers, 
which have not -been used here- 
tofore. He mentioned, specifically, 
these five markets: Quebec, To- 
ronto, Ottawa, Hamilton and 
Windsor, 


@ Elaborating on the proposal to 
stress that a fruit can be obtained 
fresh, canned or in concentrate 
form, Mr. Francisco told the com- 
mission that each ad would thus be 
effective for the fruit in any form 
in which it is packed “and will 
give an opportunity for the basic 
story of healthfulness and deli- 
ciousness to be re-told many 
times.” 


sumption and consumer demand 
for citrus products from Florida,” 
he added. “In this work of chang- 
ing consumer habits, repetition of 
our basic story is the essence of 
the advertising.” 

Orange advertising will urge 
readers to drink “This much every 
day”—the amount being shown by 
a hand that spans a 6-oz. glass 
from bottom to rim. Copy will 
point out that vitamin C, provided 
by citrus’ products, cannot be 
stored in the body for more than 
24 hours. 


ws Orange and tangerine ads will 
make use of paintings or drawings, 
while grapefruit pages in maga- 
zines will be illustrated by full- 
color photographs. While orange 
copy will concentrate on the juice 
angle, grapefruit copy will ham- 
mer away at juice and at halves 
and segments for salads. 

Mr. Francisco indicated that the 
forthcoming advertising campaign 
would have its work cut out for 
it in view of the fact that the Flori- 
da citrus industry recently fin- 
ished a year which saw prices at 
record highs. He also pointed out 
that citrus shipments from Texas 
and California—low during the 
past two years—would now be 
back in normal quantities. 


organized efforts being made by 
Florida to regulate shipments and 
control -quality would aid the ad- 
vertising. 

“The perfection of concentrating 
and canning processes,” he said, 
“have put Florida citrus on a na- 
tional year-round basis. This is a 
great advantage from an adver- 
tising standpoint because people in 
every state can now get our prod- 
uct in some form every month of 
the year, and we no longer need 
to stop advertising during the 
summer months.” 


To ‘Electrical Wholesaling’ 


Charles B. Shaw, Cleveland, has 
been appointed district representa- 
tive for Electrical Wholesaling, a 
McGraw-Hill publication. 


“We must stimulate the con-! 


On the other hand, he said the 
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ne In the first 8 months of 1950 


|| THE PHILADELPHIA INQUIRER 
|| PUBLISHED MORE THAN 

|| 22,950,000 LINES 

|| OF ADVERTISING” 


ores This is the largest volume ever published in 


tte any Philadelphia newspaper in a similar period 
vings in any year—and is 3,738,000 lines 


i greater than the second newspaper published. 


ces at Yr *Source: Media Records. Both The Inquirer and 2nd paper publish 7 days 


+ 


NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives: 
ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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Bank Retires Easton 


J. Mills Easton, 2nd vice-presi- 
dent and manager of advertising 
and public relations for the North- 
ern Trust Co., Chicago, has retired 
under the bank’s pension plan 
after 25 years of service. He was 
the first president and one of the 
organizers of Chicago Financial 
Advertisers, and has been an of- 
ficer and a director of the Finan- 
cial Public Relations Assn. No suc- 
cessor has been named as yet. 


OF LONG LIFE” 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 
Arthrety® menctacwng Corporation 
900 KBiby $1. Lime, USA 


aera Og vO fe OF 


General Mills Sells 
Movie Theaters on 
Wheaties Promotion 


MINNEAPOLIs, Sept. 19—Wheat- 
ies box tops, for many years one 
of the small fry’s favorite pre- 
mium getters, are now being hon- 
ored for children’s admissions to 
cooperating theaters throughout 
the country. This is a tie-up pro- 
gram devised by General Mills 
“to increase neighborhood aware- 
ness of the theater and stimulate 
the movie-going habit.” 

The idea has proved successful 
in various test locations, particu- 
larly in drive-ins and new theater 
openings. The heaviest test is un- 


eastern and east central states. 
Under the program, children are 
admitted to a theater on specific 
days for two Wheaties box tops 
and a nominal payment to cover 
taxes. In return for the exhibitor’s 
cooperation, General Mills estab- 
lishes displays in local grocery 
stores, with posters announcing 
the theater’s offer and attraction. 


KXOB Appoints Pollock 


Grant Pollock has been named 
manager of KXOB, Stockton, Cal., 
succeeding Keith Pinion, who has 
joined KXOA, Sacramento, Cal., 
in a general sales coordinating 
capacity. Effective Oct. 1, Earle 
Russell will be made operating 
director of KXOB, succeeding 
Homer VanDerwerker, who be- 
comes operations director of 


der way in southwestern, south-' KXOA 


Advertising Age, September 25, 1966 


FPRA Meeting 
Told Ads Must 
Be Simplified 


Boston, Sept. 19—L. E. Town- 
send, vice-president of the Bank 
of America, told delegates at the 
35th annual convention of the Fi- 
nancial Public Relations Assn. 
meeting at the Hotel Statler here 
this week that “public relations 
are of greater importance to banks 
than to any other line of business.” 

Townsend said: “Advertising 
must tell all the story in order to 
yield plus values in public rela- 


“They spend the most 


where the most 1s spent” 


EVERYDAY HISTRIONICS 


Connoisseur 


and drink in these affluent areas . . . one reason 
why THE NEW YORKER carries more hotel and 
resort advertising than any other magazine. 


They spend the most where the most is spent. 


favorite patrons of the best dispensers of food 


Copyright 1950, 


The New Yorker Magazine, Inc. 


82% of the 322,000 circulation of THE NEW YorKER is concentrated in the 41 city-trading 
areas where most of the country’s fine hotels, restaurants and night spots are located. 


Readers of THE NEW YORKER, a magazine devoted to entertainment, are among the 


THE 


NEW YORKER 


No. 25 WEST 43xp STREET 
NEW YORK, 18, N. Y. 


SELLS THE PEOPLE 


OTHER PEOPLE FOLLOW 


tions.” 

He said advertising must be cor. 
rected to reach down to the masses 
in simple, one-syllable language. 
He added that the bank’s own em- 
ployes and stockholders, along 
with the general public, must be 
reached so that advertising may 
accomplish its job. 


ws He then outlined the methods 
followed by the Bank of America 
in acquainting its own staff and 
stockholders with its programs 
and services. Several booklets 
were compiled and distributed to 
the members of Bank of America’s 
family. He called these examples 
of advertising that are public re- 
lations in nature. 

“Every advertisement,” he said, 
“affects our public relations. We 
must be certain it contains sey- 
eral factors.” First, he continued, 
does it represent the policies of 
the bank? Does it build good will 
for the bank by offering a service 
that will aid the prospect? Does it 
create a feeling of friendliness 
toward your bank? Will it favor- 
ably impress your own staff? 

“Any advertisement that will 
stand this test becomes more than 
a selling message and certainly 
will enhance your bank’s public 
relations.” 


es Mr. Townsend reminded the 
more than 700 delegates from all 
parts of the U. S. that advertising 
and public relations are so closely 
associated it is impossible to sep- 
arate them and have either de- 
partment be completely successful. 
He said: “It is well to be always 
on the alert to remember that ad- 
vertising, properly planned, does 
yield plus values in public rela- 
tions.” 

Other featured speakers at the 
conclave were John B. Hynes, 
mayor of Boston, who spoke at the 
joint luncheon held in conjunction 
with the Advertising Club of Bos- 
ton, and Robert F. Bradford, for- 
mer governor of Massachusetts. 

Don Renshaw, senior executive, 
MacLaren Advertising Co., Toron- 
to, spoke at the Thursday night 
banquet ending the meeting. His 
talk covered “our most critical ex- 
aminers—the people.” 


Coffee Bureau Maps Drive 


Pan American Coffee Bureau, 
New York, will launch its fall and 
winter advertising campaign with 
full-color pages in the Nov. 11 
Saturday Evening Post and the 
Nov. 27 Life. In addition, three- 
fifth pages in color will be used 
monthly in The American Weekly, 
Parade, This Week Magazine and 
independent Sunday supplements 
in Columbus, Louisville, Nashville 
and Toledo. The bureau also will 
continue its sponsorship of Edwin 
C. Hill in “The Human Side of the 
News” three times weekly over 
ABC. Federal Advertising Agency 
has the account. 


Yezbak Appoints Rankin 


Mary Carroll Rankin, formerly 
promotion manager of Amy Co, 
blanket renovator, has joined John 
Yezbak & Co., Cleveland ageney, 
as account executive. 


— 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa 


-pers pays big dividends, for the e1 


ican Negro is the most loyal custome! 
in the world. For full information of 
this great market, write today td 
Interstate United Newspapers, Inc., 

Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


N OTE: We now have facts compiled by 

* Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write no 
for this free information, 
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For those who want to 


about Advertising and Sales Promotion 


Chicago's 1950 Advertising Workshop 


PRESENTED BY THE CHICAGO FEDERATED ADVERTISING CLUB AND THE WOMEN’S ADVERTISING CLUB OF CHICAGO 


Practical, down-to-earth clinics on seven vital phases of advertising 
—under the direction of outstanding authorities 


OPENING LECTURE MONDAY, SEPTEMBEK 25 
CLINIC SESSIONS BEGIN WEEK OF OCTOBER 2 


CREATIVE ADVERTISING 


7 Monday evening sessions, October 2-November 13. Customer Analysis— 
Method in Advertising Preparation—Headlines and Illustrations That Sell— 
Building Television Commercials—Pre-checking Ads. Every session under the 
direction of an expert in his field. 


SALES PROMOTION 


8 Tuesday evening sessions, October 3-November 21. How, When and Where 
to Apply It—Stimulating Sales Through Salesmen and Dealers—Strategy in 
Selling to Industry—Sales Promotion at the Retail Level—Coordinating News- 
paper Advertising with the Sales Plan—Promoting Good Public Relations. A 
world of usable information in these eight sessions. 


MEDIA 


7 Wednesday evening sessions, October 4-November 15. Value of Advertis- 
ing in Consumer Magazines—Importance of Business Papers—When, Why 
and How To Use Newspapers—The Place of the Sunday Supplement—Radio 
and Television Time Buying—The Latest in Television—Outdoor Advertis- 
ing—Transportation Advertising. 


YOU'RE INVITED TO THE 


OPENING LECTUKE 
MONDAY, SEPTEMBER 25 


PLACE: TERRACE CASINO, MORRISON HOTEL time: 7:00 P.M. 


“It Might As Well Be You” 


by EARLE LUDGIN, President, Earle Ludgin & Company 


Plan to attend this opening session. Hear one of Chicago’s 
best known advertising executives who has a real message for 
the advertising men and women of tomorrow. 


ADMISSION FREE 


This space sponsored by COLLINS, MILLER & HUTCHINGS, INC. 


know more—much more 


ART IN ADVERTISING 


8 Wednesday evening sessions, October 4-November 22. Layout and Art 
for Consumer Magazines—Business and Industrial Magazines—Newspapers— 


Literature—Outdoor—Mail Order Catalogs. All sessions will be held in lead- - 


ing art studios, affording an opportunity to “get the feel’ of these workshops 


and their facilities. 
RESEARCH 


7 Thursday evening sessions, October 5-November 9. Research, What It 
Can and Cannot Do—Use of Census Data—Product Research and Develop- 
ment—Putting Psychological and Sociological Research to Work for Adver- 
tising—Copy Research. These sessions under the able direction of the Amer- 
ican Marketing Association. 


PRODUCTION 


6 Thursday evening sessions, October 5-November 9. Typograpliy—En- 
gravings—Electrotyping—Printing. Three of these six sessions will feature 
plant tours where typography, engravings, and electrotyping can be studied 
“in the making”. This clinic under the direction of the Advertising Agency 
Production Men’s Club. 


DIRECT MAIL 


7 Friday evening sessions, October 13-November 24. How to Write Suc- 
cessful Direct Mail Copy—Direct Mail Planning—Color in Direct Mail Adver- 
tising—Tools of Direct Mail—Art and Layout—Industrial Direct Mail— 
Dealer Direct Mail—Catalog Selling—Selling by Mail. These 7 vital sessions 
under the expert direction of the Chicago Direct Mail Advertising Club and 
the Mail Advertising Service Association. 


ENROLLMENT FORM 


CFAC-WAC Advertising Workshop 
Rm. 1220, 139 N. Clark St., Chicago 2 


Please enroll me in the 1950 ADVERTISING WORKSHOP. 


Name on Age ae 


Company 


Address aad 


Clinic (s) —— Lessa 


Tuition: $15 for one clinic. $2.50 for each additional clinic. 


Cheek_____Money Order for $_—___ enclosed. 
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Liberty Network's President Explains 
Policies; Full Schedule Starts Oct. 2 


HoLLywoop, Sept. 19—The ma- 
jor leagues lost at least $200,000 
when they sold exclusive radio 
rights for the World Series broad- 
casts to Mutual Broadcasting Sys- 
tem, asserted Gordon McLendon, 
president, Liberty Broadcasting 
System, speaking before the Holly- 
wood Advertising Club. 

He based the assertion on his 
estimate that at least that much 
more money could have been ob- 
tained if the series had been sold 
locally on a cooperative basis. On 
this basis, he estimated that 
rights for New York alone would 


OPTIVISE! 


GET readers to see what-when-as you 
want them to see. Boost buy-vrge with 
newest ayes formula: art pius eye 

. Airmail material for better styling by 


AD SCRIBE, NORTH CANTON, O. 


be worth $10,000 a day, for Chi- 
cago, $5,000 daily. 

Mr. McLendon also declared that 
the same situation is true for all 
sports. Revenue from cooperative 
sponsorship at the local level can 
be far greater than any national 
advertiser could pay, he said. 


@ His own network, Mr. McLen- 
don said, doesn’t want national 
sponsorship. Emphasis is placed 
on sports because they represent 
“one radio answer to television.” 
Ccoperative sports broadcasts will 
flourish and grow, he said, be- 
cause it is becoming difficult to 
clear TV time for special broad- 
casts. 

Liberty Broadcasting System 
will begin functioning on a full 
network basis beginning Oct. 2, 
Mr. McLendon said. Until now, 
sports re-creations have been the 


ming, seven days a week, will be 
available. 

Programming outlined generally 
by Mr. McLendon stacks up in this 
fashion: four 15-minute mystery 
soap operas and a one-hour min- 
strel show in the morning; Wash- 
ington news six times daily; “great 
days in sports” and United Na- 
tions news five days a week in the 
afternoon; all types of sports 
nightly, Monday through Friday; 
three football games on Saturdays; 
and New York Yankees profes- 
sional football games on Sunday. 


Browning to Tatham-Laird 


Kenneth F. Browning has joined 
the merchandising department of 
Tatham-Laird, Chicago. He was 
formerly a brand advertising man- 
ager of Swift & Co., Chicago, in 
charge of Allsweet, Swift’s cleans- 
er and other nationally advertised 
products. 


Joins ‘Today's Woman’ 
John W. Stanton, formerly with 
the Haire Publishing Co., has 


‘45 Libel Suits 
Against ‘W-T&S’ 
Are Withdrawn 


New York, Sept. 21—Libel suits 
brought against the -New York 
World-Telegram (now the New 
York World-Telegram & Sun) in 
1945 by Leverett S. Gleason, pub- 
lisher of Levy Gleason Publica- 
tions, comics magazines, and 
Benjamin J. Davis, president 
of the Daily Worker and one of 
the 11 convicted Communist lead- 
ers, have been withdrawn. 

The plaintiffs’ stipulations dis- 
continuing the suits were filed in 
the New York county clerk’s of- 
fice after the defendant had moved 
to have the actions dismissed be- 
cause the plaintiffs had failed for 
five years to bring them to trial. 


A complete creative layout-c 
fer economy-wise advertisers. rite today! 


-art service | Main fare offered to 241 station 
members. On Oct. 2, full program- 


joined the New York sales staff 
of Today’s Woman. 


“No payment of money or other 
consideration was made by this 
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33-month pattern of consumer use of Company “A’s” new 
product. Above horizontal line are new and repeat users each 


excellent sales... 


but... 


It looked like success for Company 
**A’?: a newcomer to the field, 
with a product genuinely new ... 
promising new benefits to users. 
A competent job of initial promo- 
tion. Fine dealer co-operation. 
Immediate, active consumer ac- 
ceptance, with a steadily rising 
volume of sales. 


It looked like a problem for Com- 
pany‘‘B’’: a big, established name 
in the field, just then developing a 
similar new product. Here was its 
market threatened, its regular 
products facing added competi- 
tion, its new product likely to 
become a feeble echo... 


But Company ‘‘B’’ had a means of learn- 
ing what was happening behind the scenes, 
a private view of the consumer market. 
With this unusual resource, Company ““B”’ 
could measure the competitor’s perform- 
ance exactly and see what the rising sales 
curve did not show. 

It was this: Buyers uf the new product 
were not going back for more. With this 


information, Company “B” was quickly 
able to find out why there were not more 
repeat sales. Further research showed a 
vital flaw in Company “‘A’s” new prod- 
uct . . . showed what the flaw was. 

Company “‘B” avoided this flaw in its 
own product and was in a position to 
sweep the field. Company “‘A’s” product 
was practically off the market in three 
years, ; 

+. 

Tn this case, where the evidence of sales 
totals was dramatically misleading, the 
complete market picture was worth thou- 
sands of dollars to a user of the J. Walter 


Thompson Consumer Panel. 


To guide advertising and sales, the Panel 
answers specifically: Who is buying? 
What brands? How many customers re- 
peat? Why? When? Where? This is not a 
one-time survey. The information is like 
a continuous motion picture. You can 
watch trends. You know the share of con- 
sumer market supplied by each competitor 
... which one is gaining... which losing... 

For known problems, JWT Panel studies 
Suggest answers. Even more important, 
they reveal new problems and oppor- 
tunities as they occur. e 

The Panel is available to one manufac- 
turer in each product field. It is only one 


month—below is the cumulative total of users who discon- 
tinued. In 24 months this product gained 4% of the total 
market, and another 16% had tried it and failed to repeat. 


of the many unusual services available to 
JWT clients. We shall be glad to give a 
more detailed explanation to interested 
executives. J.Walter Thompson Company, 
420 Lexington Avenue, New York 17, 
N.Y. Twenty-two other offices in strategic 
cities around the world. 


THE JWT CONSUMER PANEL 
offers these unique advantages 


1. The base is a representative cross- 
section of the whole United States, 
covering all family types and all market- 
ing areas. Regional, income and age 
groups can be studied individually. 


2. The monthly reports from these fam- 
ilies are based not on opinion, not on 
memory . .. but on actual purchases 
recorded in a daily diary. 


3. Every purchase (of the products 
under study) is put down, and the place 
of purchase shown . . . including major 
chains, syndi¢ate stores, house-to- 
house, co-operatives, etc. 


4. Reports also show purchases of com- 
petitive products, relative importance 
of product uses, degree of brand /oyalty. 


5. Because the results are a continuous 
record of the buying habits of the same 
families, they can be analyzed as case 
histories . . . which mirror accurately 
the facts on repeat sales, results from 
deals and premiums, etc. 


Advertising Age, September 25, 1959 


newspaper,” the World-Telegram 
& Sun said in its Sept. 20 issue. 

Mr. Gleason, who is president 
of the Assn. of Comics Magazine 
Publishers, had asked $250,000 
damages for an article published 
Dec. 11, 1945, naming as defend- 
ants both the writer, Frederick 
Woltman, Pulitzer prize winner, 
and the New York World-Tele- 
gram, Mr. Davis brought action 
for a similar amount on the basis 
of an article by Mr. Woltman in 
the Scottsboro case. 


a In its review of the Gleason 
case, the World-Telegram & Sun 
said: “The article described Mr. 
Gleason as a ‘pro-Communist fel- 
low traveler’ who planned to cap- 
italize on the Army magazine Yank 
by hiring former servicemen to 
put out a new magazine, Salute. 

“Subsequent investigation by 
this newspaper’s attorneys,” the 
W-T&S said, “disclosed that Mr. 
Gleason has served as business 
manager of Soviet Russia Today 
under the name of Alexander Ley 
and voted as a Communist in the 
1933 and 1935 elections. Soviet 
Russia Today is a foremost apolo- 
gist for Russia’s foreign policy in 
this country.” 

The defendant’s answer to Mr. 
Gleason’s complaint declared: 
“Under the name of Alexander 
Lev, plaintiff became a member of 
the Communist party.” 


ws “In 1947, Mr. Gleason and 15 
other members of the Joint Anti- 
Fascist Refugee Committee,” the 
W-T&S said, “were convicted of 
contempt of Congress for with- 
holding records from the House 
un-American activities committee. 
Mr. Gleason received a suspended 
sentence after telling the court he 
had resigned from the JAFRC, 
which is listed as Communist and 
subversive by the attorney gen- 
eral.” 

At Gleason Publications, AA 
was told that Mr. Gleason is in 
Florida and is not expected to re- 
turn for at least ten days. No one 
else would comment, and Mr. 
Gleason’s attorney was reported 
to be out of town. 

At the office of the Assn. of 
Comics Magazine Publishers the 
executive secretary was said to 
be away for several days. 


Meredith's Earnings Rise 

Meredith Publishing Co., Des 
Moines, has announced net earn- 
ings of $3,118,000 for the fiscal 
year ending June, 1950. Net earn- 
ings for 1948-49 were $2,537,000. 
Revenues totaled $24,470,000 for 
1949-50, $668,000 more than the 
preceding year. 


Reach the men 
who determine 


seal Write, phone or wire for full details 
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i SHORT COPY sells tires 


: “Outdoor posters with dealer imprints most successfully promote 
‘ted 
U. S. Royal Tires nationally and identify our dealers — with great 


local effectiveness.” 


= , 
m- 
scal 


000 Curt MUSER 
for Manager, Ad vertising & Sales Promotion 
the U. S. ROYAL TIRES 


a a5 One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


‘ The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


at 
4 fifth JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
serving one-tl WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
of the nation’s E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE * SLAYTON & CO. * THE HARRY H. PACKER CO. 
consumers BORK POSTER SERVICE * SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. 


C. E. STEVENS CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 » 
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Meyercord Uses Visual Aid 


Meyercord Co., Chicago, decal- 
comania manufacturer, has adopt- 
ed three-dimensional Stereo-View- 
er kits to be used as visual aids in 
its sales department. The kits per- 
mit demonstrations of large scale 
decal installations, and each sales- 
man is equipped with a light, com- 
pact kit. 


'GE Advances Field 


J. R. Field has been named 
supervisor of market research of 
the appliance and merchandise 
department of General 
Co., Bridgeport, Conn. He had been 
a market analyst in the market 
|research section of the executive 
department in Schenectady since 
he joined GE in 1946. 


e 
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@ ALL STEEL @ FIREPROOF @ BAKED 

ENAMEL FINISH @ CHROME FRAME 
WITHOUT CORD 
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Sign pansle. Write ter catelog end prices. 


YARDER MFG. CO. 816 PHILLIPS AVE., TOLEDO 12, OHIO 


SETS 


Electric | 


‘Purolator to Open 
‘Fall Ad Promotion 


on Micronic Filters 


Rauway, N. J., Sept. 20—Puro- 
/lator Products Inc., maker of 
Micronic filters, is aiming at the 
expansion of the market for its 
filters and refills via a fall ad 
campaign in Life, Popular Mechan- 
ics, Popular Science, The Satur- 
day Evening Post and 18 trade 
journals. 

Space in the consumer maga- 
zines will be half pages and full 
pages. In trade publications, Puro- 
lator will use columns, half pages 
and full pages. 

Carlos D. Kelly, vice-president 
in charge of sales, pointed out that 


recent market research studies in- 


Advertising Age, September 25, 1950 


dicate the potential market for au- 
tomobile oil filters and refills is 
much larger than even the present 
high volume of sales. He said that, 
with new cars being made in rec- 
ord numbers, the market is being 
enlarged every day. 

Agency for Purolator is J. Wal- 
ter Thompson Co. 


GE Prepares Display Film 


General Electric Co., Bridgeport, 
Conn., has prepared a 26-minute, 
full-color motion picture, titled 
“The Night They Talked,” on the 
importance of display in selling. 
The film is being shown to traffic 
appliance retailers in all sections 
of the country. It has as its heroes 
two GE displays which come to life 
to enact the roles of a display 
specialist and a dealer. The film 
will be available through GE dis- 
trict appliances offices. 


Shopping Center of a 
Balanced $449,000,000 Market 


we buy 22% more Drugs‘ 
in Canton, Ohio 


Make or sell drug products? Here’s a market with 
a 22% bonus for your advertising and selling to work 
on because Canton’s drug sales run that much ahead 
of the national average. 


The high ratio of skilled labor in this market brings 
home a higher than average income ($5,459 per family 
in Canton; $5,068 in Stark County*) .. . that means 
a higher standard of living . . . more dollars available 
for personal health care—as well as for soaps, clothes, 
cigarettes and all the things families eat up, use up, 


wear out. 


farm area. 


It takes the 


The Repository reaches 94,000 families whose in- 
comes are stabilized by over 200 diversified industries 
and the crops from Ohio’s most thickly populated 


And — no nearby metropolitan paper can begin to 
give you merchandisable coverage in this rich market. 


Repository to do it. 


*1949 Sales Management Survey of Buying Power. 


100% coverage of a one-newspaper 
market. 99.3% carrier delivered. 


A Brush-Moore Newspaper 


Represented Nationally by Story, Brooks 


and Finley 


Long-Term U. S. 
Capital Goods 
Needs Forecast 


New York, Sept. 20—Of all the 
goods and services produced by the 
American economy in any year of 
high-level activity, from 15% to 
17% may be expected to be capital 
goods, according to estimates of 
America’s capital requirements for 
the period of 1946-1960, which the 
Twentieth Century Fund made 
public on Monday. 


The estimates of capital require- 
ments are grouped in four main 
fields: urban development, com- 
mercial and industrial facilities, 
transportation, and rural develop- 
ment. These four major fields are 
further broken down into 28 gen- 
eral fields which represent cn the 
average nearly 90% of non-mili- 
tary capital expenditures in this 
country. 

“Our economic system must 
keep up a steady investment in 
capital goods if we are to maintain J 
prosperity and expand and grow,” 
Evans Clark, executive director of 
the fund, says. “We regard the 
present survey as making an espe- 
cially valuable contribution in 
showing detailed methods for es- 
timating future capital require- 
ments and in the clarification of 
problems of national economic 
policy.” 


w The study of “America’s Capi- 
tal Requirements” was prepared 
by Robert W. Hartley with the col- 
laboration of Eleanor Wolkind and 
assisted by Maynard Hufschmidt 
and Sidney Jaffe. 

In determining what are the 
most pressing requirements for 
capital goods, the authors rank the 
amount of population growth and 
economic expansion expected as 
the principal criterion, then cur- 
rent obsolesence and wear and 
tear, and finally the necessity to 
make up backlog requirements. 

On this basis, a minimum of 
about 30% of future capital out- 
lays are estimated to be required 
for net expansion, about 50% for 
replacement of capital goods cur- 
rently being worn out, and about 
20% to meet backlog deficiencies 
from the past. 


@ The authors point out that na- 
tional policy is involved in the 
timing of public and private ex- 
penditures on deferred, or backlog, 
requirements and on allocating the 
responsibility for capital outlays 
as between public and private 
agencies. 

Almost half of our capital re- 
quirements from 1946 to 1960 are 
estimated to be in only three of 
the 28 fields of capital outlay cov- 
ered by the study. These are non- 
farm housing, manufacturing and 
mining facilities, and highways. 

“If the requirements in four 
more fields—business motor ve- 
hicles, educational facilities, elec- 
tric power systems, and rail- 
roads—are added,” the authors say, 
“then the seven together comprise 
almost two-thirds of the total.” 


s Breaking down the estimates in 
still another way, the authors show 
about two-thirds of the require- 
ments in the 28 fields would be for 
various kinds of new construction 
and for improvement of our re- 
sources, while the remainder 
would be for durable machinery 
and equipment. 

The fund’s estimates of capital 
requirements were originally pre- 
pared for use in the study of 
“America’s Needs and Resources,” 
by J. Frederic Dewhurst & As- 
sociates, but have been extensively 
revised since 1947, when that study 
was published. 
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SALESMAN—Flipping a snap easel brings 
forward the man’s head and the prod- 
uct with its container in this new window 
display. The unit was created and pro- 
duced by forbes Lithograph Co., in 
collaboration with Chesebrough Mfg. Co. 


Advertising Trends 
to Be Theme of 5th 
AFA District Meet 


CoLumMBus, Sept. 20—“Current 
Trends in Advertising” will be dis- 
cussed at the annual Advertising 
and Sales Promotion Conference 
sponsored here by Ohio State Uni- 
versity in cooperation with the 
Fifth District Advertising Federa- 
tion of America, Oct. 6-7. 

First session will be at 9:15 
a.m. at the Fort Hayes Hotel, with 
John W. Cullen Jr., president of 
John W. Cullen Co., Cleveland, 
as chairman. The two-day pro- 
gram includes: 


es “Trends in Market Distribu- 
tion” by Dr. Vergil D. Reed, as- 
sociate director of research, J. 
Walter Thompson Co., New York. 

“How to Evaluate the Effective- 
ness of Advertising” by Dr. D. B. 
Lucas, chairman of the department 
of marketing, New York Univer- 
sity. 

“Media Analysis and Selection’”’ 
by H. H. Dobberteen, vice-presi- 
dent and director of media, Benton 
& Bowles, New York. 

“How Management Can Use Ad- 
vertising to Sell Higher Priced 
Merchandise” by Benjamin S. 
Katz, president of Gruen Watch 
mCo., Cincinnati. 

Fred Lazarus Jr., president of 
Federated Department Stores, Cin- 
cinnati, will address the luncheon 
session. W. T. Kilduff, sales pro- 
motion manager of H. & S. Pogue 
Co., Cincinnati, will be chairman 
of the afternoon session on “Trends 
in Retail Advertising and Sales 
Promotion.” 


@ Franklyn R. Hawkins, advertis- 
ing manager, Libbey-Owens-Ford 
Glass Co., Toledo, will be chair- 
man of the “Trends in National 
Advertising” Friday afternoon ses- 
sion. 

“Trends in Advertising Agency 
Management” will be the theme of 
he Friday afternoon session super- 
vised by Harry Nichols, vice-pres- 
ident of Mumm, Mullay & Nichols, 
Columbus. 

Elon G. Borton, president of Ad- 
Vertising Federation of America, 
Will address the Saturday break- 


the two-day gathering by attend- 
ing the Ohio State-Pittsburgh 
football game. 


Wood Joins ‘Timberman’ 


Calvin D. Wood has been ap- 
pointed California district man- 
ager of Timberman and Western 
Building, making his headquar- 
ters in San Francisco. Previously 
Mr. Wood was industrial account 
executive of Harry Lerner & 
Associates, San Francisco. 


ames O'Connell Agency 

Taylor & Fallar, New York, 
manufacturer of Di Sarto men’s 
ties, has named R. T. O’Connell 
Co., New York, to handle its ad- 
vertising. The company is a new 


Advertising Age, September 25, 1950 


GE Reorganizes Department 

The air conditioning department 
of General Electric Co., Bloom- 
field, N. J., has reorganized its 
distribution sales responsibilities 
in the field. Under the new plan 
the country is divided into four 
regions, each headed by a regional 
manager. H. J. Wines, manager of 
distribution sales, will administer 
the new setup from headquarters 
in Bloomfield. Any installation 
over 50 tons will be administered 
by J. D. Hoffman, manager of di- 
rect sales. 


WGAR Promotes Gartield 

John B. Garfield, with WGAR, 
Cleveland, since 1940, has been 
named sales manager. He succeeds 
Carl E. George, who has been made 
general manager. The station also 
has appointed Robert B. Forker as 
regional sales manager. 


U. S. Rubber Names Three 

United States Rubber Co., New 
York, has appointed Henry A. 
Rome as manager of _ special 
products sales, Thomas S. Savou- 
ry as manager of flooring sales 
for the mechanical goods divi- 
sion, and William C. Hall as 
manager of molded goods sales. 
A’l three will make their head- 
quarters in the company’s Pas- 
saic, N. J., plant. 


Gorton’s Opens New Drive 
Gorton-Pew Fisheries Co., 
Gloucester, Mass., has launched 
a fall campaign using a series of 
newspaper ads in major eastern 
seaboard and midwestern cities. 
The campaign promotes the en- 
tire Gorton line of seafoods, both 
canned and frozen, In addition 
Gorton’s will continue its present 
radio campaign for its new salt 


codfish in cans in New England. 
Trade publications also will be 
used. The agency is H. B. 
Humphrey Co., Boston. 


Frank H. Lee Jr. Elected 

Frank H. Lee Co., Danbury, 
Conn., hat manufacturer, has 
elected Frank H. Lee Jr. chair- 
man of the board of §irectors. 
His brother, James B. Lee, suc- 
ceeds him as president. Another 
brother, Thomas F. Lee, has been 
reelected secretary-treasurer, 
and a sister, Mrs. Josephine Lee 
Robinson, has been named assist- 
ant secretary. 


To Stix, Baer & Fuller 

Mrs. Helen Sugg, formerly ad- 
vertising assistant at Union Elec- 
tric, St. Louis, has joined the 
copywriting staff of Stix, Baer 
& Fuller, St. Louis. 
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Sign for Football Telecasts 


Ford Dealers of Chicago, 
through J. Walter Thompson Co., 
will sponsor locally the series of 
eastern football games to be tele- 
cast on the NBC network weekly 
starting Sept. 30. A pre-game 
warmup session, featuring WNBQ 
sportscaster Tom Duggan, will be 
seen a half hour before the kickoff, j 
scheduled for about 1 p.m., CST. d 
The games will be presented each 
Saturday for nine weeks. 


DANNER 


ADVERTISING AND PUBLICATION 
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Akron, Ohio 
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Advertising and Taxation 


The following editorial is reprinted verbatim, and in toto, 
from the Oct. 12, 1942, issue of ADVERTISING AGE. 

Paul West, president of the Association of National Advertisers, 
which has made a number of valuable contributions to the clarifica- 
tion of the attitude of the Treasury and other governmental author- 
ities on the subject of advertising expenditures in relation to in- 
come taxes, issued a characteristically vigorous and forthright state- 
ment deploring and discouraging the suggestion that advertising be 
increased as a means of tax avoidance. 

“To attempt to sell advertising on a false basis,” declared the 
hard-hitting ANA president, “implies that the publication or radio 
station lacks merit...It is obviously an unsound business practice 
and has always been regarded so. For salesmen to try to take advan- 
tage of the situation for selfish gain not only does harm to all adver- 
tising and business, but in these times is wholly unpatriotic.” 

Nearly two years ago, when some ill-advised efforts were made 
to show advertisers how they could reduce their taxes by increasing 
their advertising expenditures, ADVERTISING AGE editorially opposed 
the idea, feeling that it was an entirely unsound approach. The legit- 
imate employment of advertising offers ample opportunity for the 
expenditures of reasonable advertising appropriations, and we felt 
then, as we do now, that it is a prostitution of advertising to present 
this important service as a method of tax reduction. 

In an editorial in our Nov. 25, 1940, issue, we said: “Advertising 
has too important a function to be offered merely as a tax-avoidance 
device. Since most companies are underspent as far as advertising is 
concerned, there are plenty of constructive purposes for which ad- 
vertising should be used. Sound policies suggest promoting it in that 
way rather than on any other basis.” 

What was true in 1940 is doubly true in 1942. 


The Tendency to Go ‘Rural’ 


We learned at our mother’s knee that one swallow doesn’t make a 
summer, and shortly thereafter that three isolated instances do not 
make a trend. So perhaps there is no great significance in the fact 
that Nestle Co. is moving its executive offices from New York to 
Colorado Springs, even though the move comes, so to speak, on the 
heels of westward moves by Rexall and Carnation Co. 

We have no particular desire to see industry move westward, but 
in our more relaxed moments it does seem like a good idea to diversify 
the geographic location of industry a bit—and not for reasons of 
avoiding A-bombs, either. 

Certain industries, especially those dealing in basic materials, must 
place their plants where nature dictates; and certain businesses, in- 
cluding the advertising business, find it pleasant, or desirable, to 
crowd together in a handful of cities, and even into a handful of 
buildings within those cities. There are, of course, obvious advan- 
tages to such concentrations. 

But there are disadvantages, too, the most serious among them be- 
ing an inclination to assume that the American market has become 
more standardized than is actually the case, and the tastes and ex- 
periences of the American consumer more cosmopolitan than is actu- 
ally true. One feels reasonably certain, for example, that the currently 
expressed contempt for “corn” did not originate on the farms of 
Iowa. 

A little return “to the soil” on the part of top managements of 
American business might be a very good thing, indeed. And the same 
applies—doubled in spades—for advertising and sales personnel. 
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—Robert Voorhees, Art Director, 
Hunter Scott Advertising Agency, Fresno. 


“lve waited for Mr. Scott before!” 


What They‘re Saying 


A Deep Responsibility 

Advertising is certainly one of 
the most omnipresent facts of the 
American scene ... Yet the curious 
fact is that advertising is not really 
well understood in this country. It 
is not well understood either as a 
selling medium or as one of the 
prime shaping forces of the Amer- 
ican economy. For the large ma- 
jority, advertising is misty with 
misconceptions ... 

, The people of this country must 
understand that this nation’s econ- 
omy of plenty is directly involved 
with advertising. That economy is 
rooted in mass selling and mass 
production, whose corollary is the 
mass telling which is advertising. 
Hence advertising is not an acci- 
dental flourish of the American 
economy, it is an inherent and in- 
dispensable element in it. 

So it is, then, that advertising 
becomes deeply involved with the 
spread of information—with the 
vital communication of necessary 
facts. Advertising here discovers 
that it is a rightful carrier of in- 
formation in its own right. 

It has long been understood (and 
approved) that advertising is the 
economic foundation which sup- 
ports our free press. It is deeply 
engrained in the consciousness of 
Americans that, without advertis- 
ing, our free press might quickly 
degenerate into venal press of 
pressure and party groups. 

What must now be widely un- 
derstood is the still deeper relation- 
ship of a free press and advertising 
in their common responsibility as 
carriers of information. In explor- 
ing this new horizon, advertising 
will, I believe, set itself well on 
the way toward winning the public 
understanding and support it 
should and must have if it is to 
serve the people responsibly. 

As an example of advertising 
consistently and responsibly de- 
voted to the public interest, I 
would like to pay special tribute 
to the efforts of the Advertising 
Council (backed by hundreds of 
top advertisers) in fostering public 
service advertising on behalf of 
the schools, government bonds, the 
nurse shortage, anti-TB cam- 
paigns, churches, and similar 
causes, These coordinated efforts 
of advertising agencies, advertisers 
and media have opened out end- 
less new horizons to advertising. 
They have tapped new sources of 
power for the medium itself. It is 
notable, for example, that these 


advertisements rise toward the 
levels of the best journalism; they 
are governed by the basic criteria 
of responsible journalism. In them, 
we see the beginnings of what I 
believe will be the real coming-of- 
age of American advertising. And 
with these beginnings, the prospect 
brightens for a new understanding 
of advertising on the part of the 
people, and a new sense of respon- 
sibility toward the people on the 
part of advertising. 

—Roy E. Larsen, president, Time Inc., 


in foreward to “Best National Ad- 
vertising of the Year,” second edition. 


On ‘Scare’ Selling 
The use of “scare” tactics in 
selling is a confession of weakness. 
It can only mean that the sales- 
man feels he lacks the ability to 
prove his case by normal methods 
and must either frighten his pros- 
pect into buying or appeal to a 
base sense to hoard against an 
emergency. It has its counterpart 
in selling on reciprocity. Most bus- 
iness men resent such tactics... 
Selling of that kind is not in the 
self-interest of either the company 
or the salesman. In a _ broader 
sense, it is not in the interest of 
the nation. We want no part of it. 
Our own policy in regard to 
purchases of equipment and the 
materials we buy for fabrication 
is to proceed at a normal rate. We 
hope that other business organiza- 
tions will be similarly minded. 
The purpose of this letter is to re- 
state this policy and to acquaint 
those who are new to our sales 
organization with our feelings 
and with the manner in which 
their efforts should be directed. 
—From letter to branch and district 
gers and sal by H. M. 
Nordberg, vice-president for sales and 
service, Pitney-Bowes Inc. 


Soap Business Stabilized 
During the past 12 months there 
has been a steady increase in the 
sales of synthetic detergents by our 
industry, in which we have shared. 
The change in the character of 
cleansing products being produced 
and used very naturally affects 
soap brands, but there again we 
feel that situation has clarified 
and more or less stabilized. We 
believe that, along with synthetics, 
the sales of regular soap products 
will show progress as a result of 
the increased population and in- 
creased consumption per family. 
—Richard R. Deupree, Chairman of 


the Board, Procter & Gamble Co., 
in Annual Report for 
Ended June 30, 1950. 


the Year 


Rough Proofs | 


“The simple rule, ‘Homework 
first, television second,’ has solved 
the television problem in thous- 
ands of homes,” says Motorola. 

All it demands is strength of 
character on the part of the par- 
ents. 


If what this country needs is a 
good 5¢ magazine, store distributed 
periodicals are certain that they 
have the answer. 


Publishers are being warned to 
look out for inflation, so advertis- 
ing salesmen should be prepared 
to recheck their expense accounts, 


Castle Films’ new quarter-mil- 
lion dollar campaign is expected to 
stress the undeniable fact that 
every man’s home is. his movie 
castle. 


“Magazine reviews half century 
of scientific gains,” says the head- 
line. 

Fifty years ago no one had heard 
of psychiatry, the two-way stretch 
or home permanents. 


The New York Giants are con- 
ducting a public opinion poll to de- 
termine the preferred times for 
starting single games and double 
headers. 

Ladies’ day guests are mainly 
concerned that the games finish in 
time to permit a quick trip to the 
delicatessen before their hungry 
husbands show up. 


If you’re in doubt as to the sig- 
nificance of the color of the star 
at the top of the weather signal 
tower on the new Mutual Life 
building in New York, all you need 
do is study the key displayed in a 
first floor window, or read the 
forecast in a daily newspaper. 


P. J. Ritter’s new tomato juice 
container is a decanter that can be 
used at the table and as a refrig- 
erator bottle, a lamp base or a 
flower holder. 

Oh, is that all? 


“Which one,” asks Modern Ro- 
mances, displaying a lovely young 
thing, a teen-ager and a couple of 
mature and elegant ladies, “would 
you rather go home to?” 

Are you talking about romanc- 
ing? 

* 


H. W. Bissell objects to the use 
of cadaverous models in fashion 
advertising. About the only ones 
who don’t use them are the bath- 
ing suit manufacturers. 


Alfred P. Sloan Jr. quotes 
Charles F. Kettering in a Scienti- 
fic American ad as saying, “There 
is nothing like a good product to 
make your advertising more = 
tive.” 

And its a lot easier on the copy 
writer. 


The baseball writers have quit 
talking in pitying tones about how 
far the great Joe DiMaggio has 
gone back. 

Copy Cus 
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ON THE eastern seaboard of the United States WCAU has 
built a rich and prosperous empire of listeners—more than 
31% million of the wealthiest people in the world*. Their 
per family income is 16 per cent higher than the nation’s 
average; their effective buying is greater than that of any 
one of 39 states and the District of Columbia**. 


With 50,000 watts surging out in all directions beyond 
Philadelphia’s city limits, and reaching into 56 counties in 


An empire built by WCAU Radio 


4 states, WCAU has created an empire of buyers. They are 
by far the largest, most constant group of listeners any- 
where in Philadelphia radio. And it is a simple matter to 
contact the subjects of this wealthy kingdom. 


To reach the prosperous and responsive folk of this 
airwave empire, contact the builder of this listening mon- 
archy— WCAU. For reservations, call us or Radio Sales. 
*BMB ** Survey of Buying Power 


CBS affiliate—50,000 watts 


The Philadelphia Bulletin Station 
Represented by Radio Sales 
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Zonolite to Break 
Special Seven-Week 
Fall Ad Promotion 


Cuicaco, Sept. 20—A full-page 
ad in the Sept. 23 Saturday Eve- 
ning Post will open an intensive, 
seven-week fall advertising drive 
for Zonolite Vermiculite insula- 
tion. 

Ads will feature the “do-it-your- 
self” angle and will point out the 
fact that the “cost of insulating 
the attic of an average home” with 
Zonolite is about $67.60. 

Following the full-page Satur- 
day Evening Post insertion, West- 
ern Mineral Products Co., Minnea- 
polis, an affiliate of Zonolite Co., 
will run 840-line newspaper copy 
in more than 40 papers in the 
Upper Midwest, through Ruthrauff 
& Ryan, Chicago, Zonolite’s agen- 
cy. 


s The drive will continue with 
pages in American Home and 


pcan NOW to atteno THE 


GOLF OUTING of the 
ARTISTS’ GUILD OF CHICAGO 
1950 Season 
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Farm Journal, and smaller space 
copy in Better Homes & Gardens, 
Business Week, Household and 
Successful Farming. Regional farm 
papers and about 25 architectural, 
engineering and building trade 
papers also are on the schedule 
handled by Ruthrauff & Ryan. 

In about 75 to 100 additional 
markets, dealers or jobbers will 
run newspaper ads on Zonolite, 
from mats supplied by the com- 
pany, and extensive radio spot an- 
nouncements also have been sched- 
uled by dealers. In the Illinois di- 


s will be 
e during 
paign. 


vision, about 1,30 spé¢ 
used throughout the st 
the seven weeks of fhe ca 

While Zonolite Cot, bed pro- 
moting Zonolite insuJatio§, about 
seven years ago, extenswe n&tional 
advertising was not fpdes/taken 
until the end of World “War II. 
Since that time, the budget’ has 
been increased steadily. 


s The promotion this fall, largest 
in the company’s history, is aimed 
at home owners at a time when 
they may be thinking about winter 


\ Felt & Tarrant Mfg. Co., maker 


fuel bills and at farm residents at 
a time when crops are in and 
plans are being made for fixing 
up farm buildings. 

In addition to the radio spot an- 
nouncements and the newspaper 
mats, Zonolite Co. also is offer- 
ing new floor and window displays 
to its lumber and building materi- 
als dealers this year, as part of a 
complete local pomotion package. 


Fitzmorris & Miller Named 


of Comptometer adding-calculat- 


Advertising Age, September 25, 1950 


ing machines, has appointed Fitz. 
morris & Miller, Chicago, to han- 
dle television advertising for the 
Comptometer Schools. Plans are to 
place TV film commercials on var- 
ious stations throughout the coun- 
try where Comptometer Schools 
are operated. 


Wood Joins ‘Holiday’ 


John Wood has been appointed 
to the New York advertising sales 
staff of Holiday. He will handle 
the sale of mail order space for 
the magazine in the New York 
City area. 
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THE BOYS’ 


is dramatically told in the new 1950 
BOYS’ LIFE Survey: an exhaustive re- 
search into the boy market. Write or 


a copy of the survey today. 
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1950 
Fitz. H. F. Sewell Retires ‘Information Circles’ Planned for DMAA inghouse Electric Corp., Pittsburgh;] There will also be sessions on di- 
han- H. F. Sewell has retired as ad- Eric Smith, president of Burroughs] rect mail in peace or war and on 
> the vertising manager of Northrup,| New York, Sept. 20—John Sny-| the general theme “How to Ring] Inc., Los Angeles; and John Davis,| letters and copy. 
re to King & Co., Minneapolis. He had| der, Secretary of the Treasury,} the Bell With Direct Advertising,” | Shell Oil Co., New York. Another feature of the confer- 
var- handled the Northrup, King & Co.| will be the keynote speaker at the} include Kay Murphy, chairman of ence will be the presentation of 
— cp og program, a 31 years.| opening general luncheon of the| the British Direct Mail Advertis-| # Plans for the conference call| winners of the annual “best of in- 
ools nl me Bay ag a OF ioe =~ 33rd annual conference of the Di-| ing Assn. and general manager of| for a panel on small business, an| dustry” competition. 
his anew tebe for the past year rect Mail Advertising Assn., Oct.| the Linguaphone Institute, Lon-| entire morning given over to in- Henry Hoke, publisher and ed- 
. . 4, at the Hotel Roosevelt here, | don; C. T. Habegger of the Winner| formal discussion through 24|/ itor of “The Reporter of Direct 
| Changes to Pendray & Co John Wiley, vice-president of Hill| House, Berne, Ind.; Frank Beilen,| “circles of information,” with more| Mail Advertising,” is chairman of 
inted Penton & Latest Sten York & Knowlton and general chairman | internal sales promotion manager} than 100 experts participating in| the program committee. 
_— publie retati ons, hee’ changed its of the conference, announced to-| of Saks Fifth Ave., New York; Dr.| their fields, and an afternoon ses- 
| fol name to Pendray & Co., effective day. E. N. Tisdale, research director, sion arranged by the Hundred Mil- | Malone Appoints Five 
York Oct. 1. No change in personnel or Other speakers at the three-day Ross Roy Inc., Detroit; Harry F.| lion Club with 18 men to answer| Norman Malone & Associates, 
activities is contemplated. session who will present talks on|Deines, advertising manager, West-! questions submitted in advance. Akron, has announced the follow- 


ing promotions: Ralph S. Brown, 
° formerly an assistant account ex- 
} ecutive, copy chief in charge of 

the creative department; Lincoln 
Hackim, public relations director; 
Don B. McFadden, formerly media 
director, manager of operations; 
Joe C. Herdina, formerly an assist- 
ant in the media department, pro- 
duction assistant, and Joyce Weins- 
weig, media assistant. 


Ad-Sell Moves Offices 

Ad-Sell Co., St. Louis direct 
mail concern, has moved its of- 
fices to 320 Olive St. 


RIHE (2 Y BEHIND THE SALE 


From Cat’s Eye rings to Super Jets; Silver Bullets to Whistle Telescopes . . . the 
“Premium Age” heralds a new marketing maxim; 


THE MILITARY MARKET: 


A Guide 
For Business Men 


LOOK FOR THE BOY BEHIND THE SALE! 


Take cereals, for example. It’s no surprise that 92% of BOYS’ LIFE readers eat 
cold cereal regularly . . . boys and healthy appetites are inseparable. 


Where to go, who to see, how 
to do business with Uncle Sam, 
are important questions to 
management today. Whether 
we like it or not, there are very 
few companies which won't to 
some extent be affected by the 
military market in the coming 
months and years. Some com- 
panies, especially the larger 
ones, have long experience as 
military suppliers. Others will 
be required to enter the mar- 
ket. But the great majority will 
probably continue to have free 
choice in the matter during 
this period of technical peace. 


AND WHO GIVES THE BUYING ORDER? 


Count the box tops and back panels on your super market cereal shelf. Or don’t go 
beyond your own breakfast table. Premiums tell you; 


MOM BRINGS HOME THE BRAND THAT HER BOY REQUESTS. 


True of cereals as it’s true of countless other products . . . a bike for Christmas... 
Joe DiMaggio glove .. . Brownie camera... 


THERE’S A BOY BEHIND THE HAND THAT MAKES THE PURCHASE. 


America’s growing “Boy Market” (10 to 17), now 9,000,000 strong will hit 
10,500,000 by 1955. 


A LIFETIME AHEAD market for ground floor advertisers. Where today’s sales build 


tomorrow’s acceptance and shape buying habits for years to come. Fer the management Ghat 0 


interested in tapping this huge 
military market, the current 
issue of Modern Industry offers 
a detailed, step-by-step guide 
to eliminate red tape and get 
your firm in line for defense 
contracts. 


THE DIRECT ROUTE TO SALES IN THE BOY MARKET IS THE 
TRAIL THAT LEADS TO BOYS’ LIFE. 


To reach the boy behind the sale, use the one magazine with the greatest boy influence. 
Boys buy the brands they see advertised in BOYS’ LIFE. With the result that, for 
product after product, the brands that rate first are the ones that consistently 
advertise in BOYS’ LIFE. 


To put BOY POWER in your ’51] schedule, 
BUY BOYS’ LIFE. THE NATIONAL MAGAZINE FOR BOYS... 


Boys’ Life 


CITS OF AMERICA, 2 PARK AVENUE, NEW YORK 16, N. Y. 


It is the continuous flow of 
articles suck as these dealing 
with pressing executive prob- 
lems that has been responsible 
for the fact that Modern In- 
dustry is the fastest growing 
executive publication in 
America. 


The success of your adver- 
tising depends on a receptive 
audience. Be sure you get it. 
Advertise in Modern Industry. 


Modern 
Industry 


A 400 MADISON AVENUE 
“Hl 
Meee NEW YORK 17, N. Y. 


A great selling force in the boy market 
read by 1,800,000 boys each month. 
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This is the Sales Manager 

who discovered the buying power 
of 1,000,000* MEN who 

read and own 

The Elks Magazine. 


*Dec. 1949 ABC statement — 


928,010 circulation —a substantial 
bonus over guaranteed 850,000 
on which current rates are based. 
YOU'LL SELL IT... 
if YOU TELL IT IN 


New York + Chicago + Detroit 
Los Angeles + Seattle 


Heublein Opens Twin 
Drives for Bottled 
Cocktails, Scotch 


HartTForD, CONN., Sept. 20—G. 
F. Heublein & Bro. Inc. is launch- 
ing twin advertising campaigns for 
its Club cocktails and Bell’s Scotch 
whisky. 

The company will use single 
and double-column color ads in 
Collier’s, Cosmopolitan, Esquire, 
Life, Newsweek, Redbook, The 
New Yorker and Time and about 
20° newspapers to push the Club 
cocktails. 

The magazine list for Bell’s 
Scotch includes Cue, Gourmet, 
Esquire, Fortune, Holiday and The 
New Yorker. Space in all maga- 
zines will be two columns. The 
products will be given newspaper 
support in New York and Chicago. 

An oddity about the Club cock- 
tails campaign is the fact that 
Heublein is requesting publishers 
to use the left-hand side of the 
page for the single-column ads in- 
stead of the right side. Heublein 
wants the left hand side of the 
page because the ads are designed 
to give something of a bleed ef- 
fect, officials explained. 

Lawrence C. Gumbinner Inc., 
New York, is the Heublein agency 
on these accounts. 


Maxwell's New Label Promoted 


Forty newspapers in the New 
York and New England area broke 
instant Maxwell House coffee’s 
new-label promotion Sept. 15 with 
600 and 1,000 line ads. The cam- 
paign will expand into the com- 
pany’s national advertising as 
quickly as coffee production per- 
mits. Benton & Bowles, New York, 
handles the Maxwell account for 
General Foods Corp., New York. 


Swooo ave 
Chicago 13, Ltinors 


GRACELAND 2-1000 


ERE AT Manz, every operation required for efficiency in 


printing is conducted under one roof—creative planning, artwork, 


typography, engraving, printing (Letterpress or Offset), binding, 


photography, distribution. 


This all adds up to Economicat Propucrion without the 


forever doubtful element of ‘buck passing’’! 


Advertising Age, September 25, 1959 


Arch Hindman, supervisor of advertising services for Perfect Cir- 
cle Corp., Hagerstown, Ind., was elected president of the National 
Boxing Assn. at the organization’s 3lst annual meeting in Detroit. 
He has been a boxing promoter, manager and referee since 1932, 
and has served as vice-president of the NBA since 1947... 

Lee Jaffe, sales representative for American Baby, and Mrs. Jaffe 
announced the birth of their second son, John K. Jaffe, by send- 
ing out a rate card. It included such vital information as: Circula- 
tion—bottle to diaper. Not to be outdone, Ted Kaufman, account 
service manager at Ted Bernstein Associates, New York, answered 
Mr. Jaffe with a space contract... 

Ernest B. Loveman, vice-president and general manager of Sta- 
tion WPTZ, Philadelphia, has been named to the mayor’s com- 
mittee for the observance of the 175th anniversary of the signing 
of the Declaration of Independence. . . 

On the same day that his wife was giving birth to a girl in 
California, Richard W. Kelly, an ensign aboard the aircraft carrier 
Sicily, was landing on Korea. Richard is the son of Phil Kelly, ad 
director of National Distillers, New York, who was in California 
for the big event... 


FOURSOME—These media department heads, among 150 guests of the sales staffs 

of The American Weekly and Puck—The Comic Weekly, were snapped during a 

breather on the Bonnie Briar course at Larchmont, N. Y. From left to right are: 

Fred Barrett, Batten, Barton, Durstine & Osborn; Doug Hathaway, J. M. Mathes 
Inc.; Edwin C. Kennedy and Howard Kiser of The American Weekly. 


Clark George, Columbia Pacific Network sales head in San Fran- 
cisco, has taken a military leave of absence to re-enter the Navy as 
a lieutenant. Ole Morby, who formerly held the position, has re- 
turned from CBS’ Los Angeles office to take over again... Mean- 
while, no replacement has been named as yet for Ed Buckalew, 
San Francisco Radio Sales head who took over as head of sales for 
CPN and KNX in Los Angeles, following the resignation of Wayne 
Steffner... 

J. Robert Mendte, head of the Philadelphia agency bearing his 
name, is wearing his arm in a sling as a result of an elbow fracture. 
He stepped on a toy car on the stairs while visiting his family in 
Ocean City, N. J., over the Labor Day weekend... 

Bob Baker, of Frederick E. Baker & Associates, Seattle agency, 
is chairman of an advertising men’s team that is promoting season 
ticket sales to provide funds for the Seattle Symphony Orchestra. 
Others on the committee are Bob Kardinal, Rhodes department 
store; Hugh Feltis, Station KING; Al Brock, Seattle Post-Intelli- 
gencer; Bob Warren, Seattle Times; Howard Anderson, Seattle 
Transit System; Jerry Cone, Cone Mail Advertising; and George 
Dean, Station KOMO... 

Fred P. Fielding, new president of the McLain-Fielding Co., 
Philadelphia, is recuperating from injuries suffered when he tried 
to jump from a train that he had boarded in error... 

Elizabeth Chatfield has resigned as public relations director of 
the Cincinnati Community Chest, and revealed that she has been 
assigned to the civilian personnel division, U. S. Army Special 
Services, as recreation director. She served with the Red Cross in 
the European theater during World War II... 

Major Walter C. Sage, public service department of the Hartford 
Times, and Mrs. Sage are celebrating their 20th wedding an- 
niversary. .. ; 

Hugh McKay, executive vice-president of L. H. Hartman Co., 
New York, is in France studying what effect the Korean war is 
having on the tourist situation. Mr. McKay is also an account ex- 
ecutive for the French Tourist Office, and recently was made an 
Officer of the Order of Tourist Merit of France. .. 

Chet Thomas, manager of KXOK and president of the St. Louis 
Adclub, has appointed Arthur J. Casey, KSD, and James B. Wilson of 
D’Arcy Advertising Co. to serve on the club’s Gridiron committee 
for three-year terms... Cliff S. Bettinger, San Francisco, western 
sales manager for Philco, is retiring after 24 years with the company. 
He has headed all Philco operations in 11 western states, Alaska 
and Hawaii for the past 19 years... 

Adene Latta Wilson, “Prudence Penny” of the Los Angeles Ex- 
aminer, has been picked as 2nd v. p. of the Los Angeles Advertis- 
ing Women, replacing Ruth Miller, who has resigned... At the an- 
nual outing of the Maryland Industrial Marketers, held at the Coun- 
try Club of Maryland in Baltimore, Herbert C. Schuckle, president 
of Emery Advertising Corp., received the low gross trophy from 
Jack Apsey, ad manager of Black & Decker Mfg. Co. Bill Engel, 
Crown Cork & Seal, won the award for low net. .. 

Roy V. Whiting of TV Forecast, Chicago, gave his friends some- 
thing to talk about when he sank a 195-yard hole-in-one at the Bon- 
nie Dundee golf course Sept. 2... 
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Of special interest to 
_ MANAGEMENT EXECUTIVES 


Of special interest to 
SALES & ADVERTISING MANAGERS...and... AGENCY EXECUTIVES 


The complete advertising coverage of 
your primary market is basic to secur- 
ing optimum sales. 


+ 


Unless you advertise to that part of the 
quality market which reads U.s.NEWS 
& WORLD REPORT almost exclusively 
(of all the magazines in its field), you 
will leave uncovered an important seg- 
ment of your potential market and in- 
completely support your salesmen who 
operate in that market. 


+ 


One of the reasons why U.S.NEWS & 
WORLD REPORT carries the advertising 
of more than 200 of the country’s blue- 
chip. advertisers is because they have 
had proof that advertisements appear- 
ing in U.S.NEWS & WORLD REPORT are 
put before an audience which is almost 
entirely non-duplicated by 


any other news magazine 
any other management magazine 
or by any combination of them 


+ 


NO SINGLE MAGAZINE COMPLETELY COVERS THE MANAGEMENT MARKET 
OR THE QUALITY CONSUMER MARKET-—BOTH ARE REALLY ONE MARKET. 


(The Quality Consumer Market is, in reality, the Management Market—“at home.” ) 
* 


There is one magazine—U.S.NEWS & WORLD 
REPORT — which is subscribed to by more 
than 350,000 people, the great majority of 
whom hold influential positions in Business 
and Industry. At the same time it is read 
with equal interest by a large group of 
intelligent women. 


A recent study proves beyond doubt that the 
actual readership of this magazine is consid- 


* 


erably more than a million top-flight Ameri- 
can men and women. 
(Proof on request.) 
Both on the score of coverage and economy 
it is sound strategy to advertise quality prod- 
ucts and quality merchandise in U.S.NEWS 
& WORLD REPORT for the simple reason that 
it is virtually non-duplicated by any of the 
magazines in its field. 


This graph shows the degree of non-duplication between USN&WR and 
five other magazines which cover certain portions of the quality market. 


USINESS 


-p® 


( of the subscribers to U.S. NEWS & WORLD REPORT do NOT subscribe to 


ra aa aa a -<-- 


Se. 


pNATION'S 
BUSINESS 


This graph pictures the results of quate sample of subscribers to figures show anoverwhelming non- 
personal interviews made by Ben- USN&WR, scientifically selected in duplication between USN&WR, For- 
son & Benson, Inc. of Princeton, a 15-state area (from Illinois east tune, Business Week, Time, News- 
New Jersey, on a typical and ade- and from Maryland north). The week and Nation’s Business, 


‘- 


Advertisements appearing in 
AMERICAS 


Class~ 
NEWS MAGAZINE 


are put before an audience which is almost entirely non-duplicated 


by any other news magazine 
by any other management magazine 
or by any combination of them 


v. Ss. Ne ws & World Report 


* USEFUL NEWS FOR IMPORTANT PEOPLE * 


WASHINGTON 


Read for a purpose—by more than a million intelligent men and women in 350,000 homes 
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Few Big Design 
Changes Likely 
in 1950 Autos 


May Be Less Chrome; 
Chevrolet Still Leader 
in Sales 1st Six Months 


Detroit, Sept. 21—New model 
passenger cars being brought out 
this fall generally will be limited 
to “face lifting” which will be lit- 
tle more than identification 
changes. The one exception is the 
Packard Motor Car Co. line, which 
revised its thinking along design 
lines. 

Industry executives last spring 
had planned some major changes 
in both design and functional op- 
erations, but any thinking along 
this line was quickly shelved when 
war broke out in Korea. 

New models will use more 
chrome in putting on a more 
dressed up appearance and even 
this generous use of the critical 
metal is beginning to worry man- 
ufacturers. 

Should the government shut off 
the supply of nickel, essential in 
chrome, cars would immediately 
take on such a changed appearance 
that the average American would 
be startled. 


ws Manufacturers privately admit 
that chrome serves no purpose 
other than appearance and could 
be dispensed with quite easily— 
and profitably—to the automobile 
builder. 

Packard and Lincoln-Mercury 
have already held press previews 
and this week Nash and Hudson 
are showing their 1951 models. 

Most of the other companies are 
reserving their introduction dates 
for later in the year. Ford Motor 
Co. has scheduled some new cars 
for next month but both General 
Motors Corp. and Chrysler Corp. 
will wait until November and De- 
cember to present their 1951 jobs. 

All of the companies could show 
their new models now, but are 
waiting for some definite word 
from Washington on the critical 
material situation and how much 
of a bite the government will make 
in the automobile industry’s steel 


READERSHIP PROOF POSITIVE 


When a mail order advertiser 
buys space, month after month in a 
publication, that’s positive proof of 
readership that pays off for all 
advertisers. 

That's the kind of readership that 
sends people into stores asking for 
your product. 

Scores of mail order clients are 
using Foreign Service, the V.F.W. 
magazine. Why? Because keyed copy 
records prove Foreign Service pro- 
duces sales in profitable volume. 
Make sure your edvertising dol- 


lars are working just as hard 
for you. 
+ 
WRITE TODAY FOR FREE SAMPLE 
COPIES LAST 


OF THREE ISSUES 
Toreign Sewice 
THE V.F.W. MAGAZINE 
Dan B. Jesse, Jr. & Associates, Inc. 


Advertising Directors 
10 East 48rd St.. New York 17, N. Y. 


supply. 


a The industry is expecting a re- 
duction of about 10%. This figure 
was first mentioned by Charles E. 
Wilson, president of General Mo- 
tors, and has become generally ac- 
cepted. But there are other indus- 
try leaders who wouldn’t be sur- 
prised to see the figure nearer 20% 
in steel and higher in some other 
metals. 

Rumors several months ago that 
at least one General Motors car 
would come out with a rear en- 
gine have been dispersed as only 


wishful thinking. 

Thinking along this line has 
been given a setback by the war. 
It is no secret that present body 
styles have been developed with 
a rear engine in mind, but this 
drastic change must wait. ‘ 

Of course, it wasn’t difficult to 
persuade the companies to shelve 
plans for drastic changes. There 
hasn’t been too much incentive to 
change when present models are 
selling a record volume. 


# A recent survey of new car sales 
shows that the independent car 


, Advertising Age, September 25, 1950 


producers have been gaining a 
Slightly larger piece of the new 
car cake. 

The survey disclosed that the 
Big Three—General Motors, Ford 
and Chrysler—accounted for 
90.32% of the sales in 1941, leav- 
ing only 9.68% for the independ- 
ents. Last year the Big Three sold 
only 85.60% of the cars, with the 
independents grabbing off 14.40%. 

The big difference in the figures 
apparently was the decline in sales 
by Chrysler Corp., which sold 
more than one out of every four 
new cars registered in 1946. 


Chrysler Corp. sales have 
swelled each year since 1947, but 
by the first half of 1950 it held 
only 11.85% of the sales. 

Ford had increased its percent- 
age of sales in the first half of 1950 
to 26.43% of total sales. General 
Motors, with 47.48%, of course, 
led the field. Chevrolet alone 
accounted for 23.62% of total sales. 
Chrysler took a beating because 
of the 100-day strike which halted 
production. F 


@ Ford, Mercury, Nash and Stude- 
baker sold more cars in the first 
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Gwynne to Reynolds Metals 


J. M. Gwynne, formerly execu- 
tive vice-president and general 
manager of Metal Arts Mfg. Co., 
Atlanta, has been named manager 
of engineering sales for the build- 
ing products section, parts division, 
Reynolds Metals Co., Louisville. 


Randall Joins Jordan 


R. L. Randall, who has operated 
his own agency in Whittier, Cal., 
has joined Jordan Co., Los Angeles 
agency. The clients of the Randall 
Co. will be served by Jordan Co. 
with Mr. Randall acting as ac- 
count executive. 


Meyercord Adds Division 


Meyercord Co., Chicago, design- 
er and manufacturer of decal- 
comania transfers, has formed a 
new division for the manufacture 
and sale of canned food labels. E. 
S. McClure has been named gen- 
eral manager of the new division. 


BofA Names Van Slambrouck 


Robert R. Van Slambrouck, for- 
merly an instructor and assistant 
professor of advertising at Penn- 
sylvania State College, has been 
named retail service manager of 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn. 


50 
ve ialf of 1950 than they did in all| Soto, Kaiser, Lincoln, Willys, mis- 
but of 1940. Cadillac just missed that | cellaneous, and Crosley. 
eld distinction by a few cars. 
In the first half of 1950, Stude-| Russell, Burdsall Names 3 
nt- baker led the independents with| Robert H. Burdsall, head of the 
950 5.18% of total sales. Port Chester district sales of Rus- 
ral Nash was next with 3.17%; Hud-| sell, Burdsall & Ward Bolt & Nut 
rse son had 2.57%, Packard 1.32%,|Co., Port Chester, N. Y., has been 
. ind Kaiser-Frazer 1.15%. named to the newly created posi- 
= tion of manager of market devel- 
les. Popularity measured by sales in yer 
: opment and advertising. Emmett 
use the first half of the year showed - - 
: 3 F. Harding has been appointed 
ted the cars lined up this way: Chev-| po+t Chester sales manager in ad- 
rolet, Ford, Buick, Pontiac, Olds-| dition to his present duties as man- 
mobile, Plymouth, Mercury, Stude- ager of screw sales. Henry McCar- 
de- baker, Dodge, Nash, Hudson,/| thy has been named assistant Port 
irst Chrysler, Cadillac, Packard, De-! Chester sales manager. 


Try The Flexible Power Of 


Py 


| ...The Only Great Sunday Magazine You Can Use 


Sales problema! Like the weather they’re alewaye with us. 
No normal business is ever without them. Take your own 
business. Probably in all your markets you bave este 
problems of one nature or snother. But, in soma of your 
markets your sales problems are especially acute. In moat 
cases these are markets which although rich in themselves, 
fail to yield the axles volume and profite you have every 
right to expect. Markets in which your standard aalns 
procedures don’t seem to work. Markets tha’. cry to you 
for special help «... and for-that help fast. 

To bring needed assistance speedily to auch bad salee 
problem markets, you naturally give each below-par mar- 
ket the immediate and special treatment the individual 
situation requires. You devise special plans, special atrat- 


' 


egies. You bring in spectal's 


And Picterial Review 
Gives You These 
Other Exclusive Advantages 


1. A mass-buying audience created and held by the World's. 
top artists and writers. 


2. Proven high readership for your advertisements. 


3. The mighty impact of cclor advertising even in a single — 


market. 


ee 


town entertainment. 


1 | 5. No single page competitive product advertising... a 
clear field for your sales story. : 


6. Ability to time your advertising to the timing of your 
individual market plans. . 


America's biggest buying centers. 


8. The individual, street-by-street market guidance of the 
famous Hearst Sales Operating Controls. 


S 4, Reader interest anchored deep in all the news of home. § 


ve 


7. Deep penetration into largest consumer-masses in. 


REVIEW... Sid only with PICTORIAL REVIEW... you can 
put the mighty force and prestige of a great Sunday mag- 
auine to work for you in single market selling. You can use 
PICTORIAL REVIEW separately, in each of ten of the na- 
tion's most bounteous markets, even with color if you 
Wish, without investing « single dollar in waste circulation 
elsewhers. You can concentrale the full, salee-biasting 
forces of this magazine i those one, two or three sub- 
normal markets where you need that force most. 

Why. not go Over your sales situation now in each of 
prOrortaL nicview's 10 “key” markets? In which of these 
are sales problem giving you extra concern? In which 
can you employ mnet profitably the unequalled, local- 
market edes-pull PrOTORYAL REVIEW provides you? If, in 
a it, af thease hip rtant markets your sales are 

ition, we suggest you 
* to work cultivating 
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Nearly 
6,500,000 
Families With 


The Sunday 
fesuee OF 


 Pilteburgh Sun-Telegraph 
Detroit Times 

Chicago Hereid-American 
Milwaukee Sentine! 

Naw York Journal-American 
 Beston Advertiser 

Les Angeles Examiner 

Sen Francisco Examiner 

| Seattle Pest-intelligencer 

| Baltimore American 


-& HEARST PUBLICATION 
Represented Nationally By Hearst Advertising Service 
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Home Permanent 
Waves 
in St Paul 


The growth of a relatively 
new product classification in St. 
Paul presents an interesting 
usage and preference trend pic- 
ture. 


In the past four years the pri- 
mary demand for home perma- 
nent wave kits has shown a 
significant growth. Percentage- 
wise, here’s how St. Paul house- 
wives have purchased perma- 
nent wave kits over the last 
four years: 


Buyers of Permanent Wave 
Kits In St. Paul 


Eee 54.0%, 
eer 55.1 
wee........ 44.9 
CR 31.2 


Besides the growth of pri- 
mary demand, the relative pref- 
erence standing among the va- 
rious brands rounds out this 
trend. Brand “A” had its peak 
in 1948 with 92% consumer 
ong. and only two other 

rands showed above 1% of 
the total. 


Since that time much has 
happened in the St. Paul mar- 
ket. Brand “B”, which was 
non-existant in the market in 
1948, captured a 12% prefer- 
ence in 1949 and jumped to 
16% in 1950, while the leader 
over this same period dropped 
from 92% to 78%. During this 
same period brands “C” and 
“D” Have made inroads into 
the market, while brand “F” 
and “G” have dropped to less 
than 1% preference, the mis- 
cellaneous classification. Here 
is how the brand preference of 
home permanent wave kits has 
altered in the past four years. 


1950 1949 1948 1947 

Brand “A” 87.6% 81.2% 92.9% 82.9% 
Brand “B” 16.1 12.5 Ae “ee 
Brand “C” = 1.7 2.2 
Brand “D” 1.7 ; +o% Pe 
Brand “E” 1.2 2.1 2.1 3.9 
Brand “F” 2.4 946 
Brand “G” 11 
Miscella- 

neous 19 a7 2.4 3.1 


This classification is only 
one of the 150 classifications 
studied in the 1950 Consumer 
Analysis of the St. Paul Mar- 
ket. These classifications cover 
brand preference for foods, 
soaps, toiletries, beverages, 
home appliances and general 
consumer buying habits. If you 
are looking for pertinent infor- 
mation concerning your prod- 
uct in the St. Paul Market, 
send for this research report 
today. Write General Adver- 
tising Department, St. Paul 
Dispatch - Pioneer Press, St. 
Paul 1, Minnesota, or Ridder- 
Johns Inc., with offices in New 
York, Chicago, Detroit and 
Minneapolis. 


(ADVERTISEMENT) 


ee aa 
Po es 
ee : 
' a | ee % 
( T | | re 
Bs 5 eh a it) : % ay aoe hae ¢ Po 
- 2 Me, eR 
* j re : — a 
4 ene ae 
2 one 
: | oe 
sone 
a 
_) 7 
a i a Pt werTre we irudaee va. oat sth he pit VW eh PECTFIe AS 
s VMAS LOLI USO Like Gs xi a BAA, s “ chee i eas iii aor o ' : 
4 so - 5 ae ’ 
’ ce oo ii Covering 7 
Ds x ale ' | 
| ctorl aT ; a 
: gle oi i 
es shan, Deon — 
| ? ~ ‘ Ht . - * 
3 He iz yy 
Ee | ef cree i 
= ‘* Sv eae : 
= ee ; ie iS. | 
= | iz Y 4 ; b ( : . ss : 
4a By +3) i Praca ; a 
_ stern eaten te . Ae 
fe 
“s ~ q Q 4 F 8 | 
¥ é : ; : ' P 
: : ' ; : se 
7 ae eee re ae 4 ca —— ne, im vied : ae is i Pogo nies me ne a Ag - : ‘i ~ o Sa | ht is a : ; ate es : a ‘ is een : ; ee ; ae c _ : ee . 


Hoben Candy Bar 
Push Will Break 
in 30-60 Days 


ASHLEY, ILL., Sept. 20—Hoben 
Candy Corp. will introduce its Ho- 
ben’s Chocolate Malted candy bar 
in about 12 markets across the 
country in from 30 to 60 days. 

The campaign (preliminary 
newspaper ads already are run- 
ning in several markets, includ- 
ing St. Louis) will be handled by 
Grant Advertising, Chicago. 

Hoben Candy Corp. is headed by 
H. H. Hoben, who resigned from 
Mars Inc., where he was execu- 
tive vice-president and general 
manager, in September, 1949. 
Board chairman of the Hoben com- 
pany is Claude R. Miller of Dallas, 
eas paaneee — general counsel to Mars 


Hoben Candy Corp. purchased 


RAAAIMN) . .. there is only 


W 
published seven days a week! 


It is the great newspaper of the rich San 
Gabriel Valley . . . THE PASADENA 
STAR-NEWS. It leads in circulation 
Daily and Sunday . . . It leads in total 
linage National and Local! 


ven 
STAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY — 


Represented nationally by CRESMER & WOODWARD, INC. 


ATLANTA * CHICAGO * DETROIT * LOS ANGELES * NEW YORK °* 
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A NEW IOWA SURVEY 
WITH RELIABILITY PLUS! 


Combines Large Sample “Interview” 
and “Diary” Techniques 


FOr years, the Iowa Radio Audience Surveys* have been recognized 
as thoroughly reliable and highly informative studies of lowa 
listening habits. They have answered such provocative questions as 
“How much do people listen to car radios?” . . . “How much extra 
listening takes place in multiple-set homes as compared with single-set 
homes?”. . . and “What is the listener attitude toward commer- 
cials?”, as well as the more conventional questions concerning pro- 


gram and station preferences. 


The 1950 Edition of this famed Survey, now ready for distribution, 
was conducted with the same scientific sampling methods that dis- 
tinguished the twelve preceding editions. However, the “interview” 
method of gathering facts, which was the basis of the earlier surveys, 
was this year combined with a new “diary” method. As a result, the 
1950 Edition contains much new information and is even more 


reliable than in previous years. 


INTERVIEW TECHNIQUE 


The interview technique is based 
on a personal interview in the 
home, with one member of the 
family. It permits a large and 
statistically reliable sample to be 
interviewed at reasonable cost. 
It permits a correct proportion 
of replies from every segment 
of the State’s population — geo- 
graphical, economical, ete. It has 
two minor weaknesses, however; 
it depends upon the “recall” of 
the person being interviewed and 
it usually reaches only one mem- 
ber of the family. 


DIARY TECHNIQUE 
The diary technique as used in 
the 1950 Radio Audience Survey 
overcomes the handicaps inherent 
in the interview technique. It pro- 
vides each radio set in the home 
with a diary which is filled in at 
the time of listening by the per- 
son in charge of the dial. This 


diary is voluntarily kept for 48 


hours. 


The reliability of the 48-hour 
diary-type radio survey used in 
the 1950 Iowa Radio Audience 
survey was established by a study 
conducted in January, 1949, by 
Dr. Arthur Barnes of the State 
University of Iowa. He obtained 
a ten-day diary record from 368 
families in 41 Iowa counties. A 
careful comparison of the first 
three days of listening with each 
corresponding day of the week 
(eighth, ninth and tenth days of 
the diary) showed no tendency 
on the part of diary families to 
“listen more” when the diary 
was first started. 


COMBINED INTERVIEW-DIARY TECHNIQUE 


The 1950 Survey combines the 
best features of both techniques 
by making every seventh selected 
home a “diary home,” as well as 
an “interview home.” This elimi- 


nates the weaknesses of both 
methods and at the same time 
maintains a large and scientific 
sampling of the whole State by 
farm, village, urban and other 
categories. 


The 1950 Iowa Radio Audience 
Survey is a “must” for every ad- 
vertising, sales or marketing man 
who is interested in radio in gen- 
eral, and the Iowa market in 
particular. It is not only an in- 
valuable study of Iowa listening 
habits, it is also an outstanding 
contribution to radio research in 
general. Write for your compli- 


mentary copy, today! 


*The 1950 Iowa Radio Audience Sur- 
vey is the thirteenth annual’study of 
radio listening habits in Iowa. It was 
conducted by Dr. F. L. Whan of 
Wichita University and his staff. It is 
based on personal interviews with 
9,110 Iowa families and diary records 
voluntarily kept by 930 Iowa families 
—all scientifically selected from Iowa’s 
cities, towns, villages and farms. 


Wiil© 


+ for lowa PLUS + 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 


HADEGO PHOTOCOMPOSITOR—Amer- 

ican Type Founders’ Hadego compositor 

permits. simple, fast composition on film 

or paper. it indents, spaces and enlarges 
or reduces automatically. 


the facilities of Pan-American 
Candy Co. here, but will drop Pan- 
American’s line of eight or ten 
bars in favor of a projected line 
of five or six chocolate coated, 
quality, 5¢ bars. First of the serieg 
is the Hoben’s Chocolate Malted§ 
bar, which is expected to be ing 
production soon. Others will beg 
added at six-month intervals. 

Mr. Hoben had been with Mars@ 
Inc. for 24 years before his resig-§ 
nation a year ago. Before becom- 
ing executive vice-president, he 
had been advertising director of ® 
the company. 

Grant Advertising Inc. was ap- 
pointed to handle the Mars ac- 
count in 1937, about a year and@ 
a half before the company went 
heavily into consumer advertising 
(AA, March 17). 


= Grant Advertising resigned the 
Mars account last December,-fol- ‘ 
lowing Mr. Hoben’s resignation. Itg 
continued to kandle the Mars 
account for several months, how- 
ever, while Mars completed ar- 
rangements for a new agency (Leo 
Burnett Co.). 

Shortly after Leo Burnett took 
over the Mars account, Hoben 
Candy Corp. appointed Grant Ad- 
vertising to direct.its promotion, 
although no announcement was 
made at the time. 

For the past several months, Ho- 
ben has been working to perfect 
its distribution and Grant Adver- 
tising has been working on the in- 
troductory campaigns, whieh will 
run in cities in Texas, Florida, 
Missouri, New England and other 
sections of the country. 

While initial advertising will be 
concentrated in newspapers, Hoben 
eventually will use both radio and 
television on a local or regional 
basis. 


‘H&G’ Has French Edition 


Conde Nast Publications, New 
York, has launched a French edi- 
tion of House & Garden, called 
Maison et Jardin. It sells for 300 
francs per copy and will be pub- 
lished as a quarterly. Modeled on 
the American edition of H&G, it 
will report trends in decorating, 
building and gardening in France, 
England and the United States: 
The first issue, out Sept. 15, con- 
tained 100 pages, 34 of which weré 
ads. Thomas Kernan, formerly 
general - manager of the Conde 
Nast Paris office, has been named 
editor of the new edition. 


Mac Wilkins Names Two 


M. E. (Bob) Harrison, formerly 
an account executive with Adolph 
L. Bloch Advertising Agency, 
Portland, Ore., has joined the Port- 
land office of Mac Wilkins, Cole 
& Weber as a production manager. 
Phyllis Kohlmeier has been named 
an assistant in the production de- 
partment. 


Alumatic Appoints Frahm 


Nelson A. Frahm has been ap- 
pointed national sales manager of 
Alumatic Corp. of America, Mil- 
waukee, manufacturer of alum- 
inum storm and screen windows. 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


[) 1 Yr. at $3 ( 52 issues) [] Payment enclosed 
[] 2 Yrs. at $5 (104 issues) [) Bill me 
C) 3 Yrs. at $6 (156 issues) () Bill my firm 


NAME Tite 


Firm Business. 


STREET. 
City ZonE_ 


But send my weekly copies to 


Home Appress 
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James Fulton, 64, 
Agency Head, Dies 


Cuicaco, Sept. 20—James D. 
Fulton, president of Fulton, Mor- 
rissey Co., died in St. Luke’s Hos- 
pital here yesterday. He was 64. 

The agency executive spent all 
his business life in the advertising 
field. He was national advertising 
manager of the old Record Herald 
here and western manager of The 
American Magazine before World 
War I. In 1915 he joined the Carl 
M. Green Co. in that agency’s De- 
troit headquarters. 

In 1917 Mr. Fulton transferred 
to the Chicago office. He became 
vice-president of Green, Fulton, 
Cunningham Co., serving until 
1930, when he retired. 

Four years later Mr. Fulton 
became a partner in Fulton, Horne, 
Morrissey Co., predecessor of Ful- 
ton, Morrissey Co. He had been 
president since the death, in July, 
1949, of Edward M. Morrissey. 


STANLEY L. ROSS 


REGINA, SASK., CAN., Sept. 18— 
Stanley Lyster Ross, who had wide 
publishing interests in western 
Canada, died here Sept. 15, on his 
70th birthday. He was a partner of 
the late George M. Bell as publish- 
er of the Calgary Albertan, Regina 
Leader-Post, Saskatoon Star-Phoe- 
nix and the Northern Mail of The 
Pas, Manitoba. 

Mr. Ross also was well known 
as organizer of the Western Ma- 
chine Works Ltd., of which he was 
president for 30 years. 


R. M. McINTYRE 


OsHAWA, ONT., CAN., Sept. 18— 
Robert M. McIntyre, an executive 
of General Motors of Canada for 
27 years, died in Oshawa General 
Hospital on Sept. 15. A native of 
Scotland, Mr. McIntyre first joined 
the sales department of GM in 
1924, serving as special field rep- 
resentative and assistant sales pro- 
motion manager. 

In 1937 he went to India with 
General Motors Export, returning 
to Oshawa in 1945 as advertising 
manager. Since that time he has 
held various executive posts. 


DAVID R. RUTTER 


WILMINGTON, DEL., Sept. 18— 
David R. Rutter, who organized 
the advertising department of E. I. 
du Pont de Nemours & Co. in 1909, 
died Sept. 16 at his home here 
after a long illness. He was 74. 

Mr. Rutter was a native of 
Woodbury, N. J., and was educated 
in Philadelphia schools. He be- 
came associated with du Pont 
in 1898. After organizing the com- 
pany’s advertising department, he 
served as assistant director until 
his retirement in 1942. 


WILLIAM R. GIVENS 

KINGSTON, ONT., Sept. 18—Wil- 
liam R. Givens, 82, president and 
publisher of the Kingston Whig- 
Standard, died here today. 

Born and educated here at 
Queens College, he joined the edi- 
torial staff of the Kingston News 
before taking a law degree at 
Toronto. Instead of practicing law, 
he returned to newspaper work 
and was an editorial writer on the 
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Buffalo News and the New York 
Commercial before joining the 
New York Times in 1898 as as- 
sociate financial editor. 

Mr. Givens came into promin- 
ence in 1903 when he obtained 
from the late J. Pierpont Morgan 
two exclusive stock market inter- 
views which aroused widespread 
interest in the United States and 
England: Shortly thereafter he re- 
turned here and entered in law 
partnership with his _ brother 
David. About 25 years ago he be- 
came owner and publisher of the 
Kingston Daily Standard, prede- 
cessor of the Whig-Standard. 


JOHN T. DEMOTT 


New York, Sept. 18—John T. 
DeMott, treasurer and director of 
the Simmons-Boardman Publish- 


ing Co., died Sept. 15 at his home; 
in Larchmont, N. Y., after a long 
illness. 

He joined Simmons-Boardman 
in August, 1920, as assistant treas- 
urer, and became treasurer in 1928. 
In 1931, he was elected a director 
of the corporation. Before joining 
Simmons-Boardman, Mr. DeMott 
was treasurer of the old McGraw 
Publishing Co. 


ARF Appoints Everett 


H. D. Everett Jr., director of 
marketing research for Ford Mo- 
tor Co., has been appointed to the 
technical committee of Advertis- 
ing Research Foundation, New 
York. Made up of four advertisers 
and five agency members, the 
committee reviews and approves 
all research procedures used by 
the foundation. 


Proctor Electric Account 
Returns to Arndt Agency 
Proctor Electric Co., Philadel- 
phia, has returned its account to 
John Falkner Arndt & Co., Phil- 
adelphia, after several years with 
Cunningham & Walsh, New York. 
Effective Jan. 1, 1951, Arndt will 
handle all divisions of Proctor in- 


cluding the electric blanket divi- 
sion, which has been handled by 
Gray & Rogers, Philadelphia. 


Tannhaeuser Boosts Nestler 


Hans W. Nestler, account exec- 
utive of Wm. G. Tannhaeuser Co., 
Milwaukee agency, has _ been 
named a vice-president. 


MELVIN, 


RECTOR, inc, 


NEWELL ZZ 


creators of 

properly planned 

publicity 
HOLLYWOOD PLAZA HOTEL 


HOLLYWOOD 28, CALIF. 
Gladstone 1131 Teletype L.A. 710 


Newsday 


July than any New York City daily 


newspaper... morning or evening. 


Newsday First Newsday also First 
Weekday in in Gain 
Linage of July, 1950 Jan.-Jul. ‘50 7 mos. ‘50 over ‘49 
Newsday 1,566,789 12,126,466 2,384,264 
Concetta inti Daily News 1,380,422 12,845,171 553,652 
of Newsday and » New York Times 1,212,300 10,661,440 457,791 
New York City Journal-American 906,959 7,271,497 544,722 
PP apn sale Herald-Tribune 672,145 6,079,175 161,280 
listed by Media Records New York Post 667,849 6,720,219 45,679 
Brooklyn Eagle 575,919 5,068,479 40,871 
Daily Mirror 545,533 4,707,537 790,018 
World-Telegram & Sun ada 7,295,041 821,926* 


Locally, during the last three years, the three big years in the Nassau-Suffolk boom, Newsday gained 7,132,146 


carried more advertising in 


** Not published due to strike 


lines while the Nassau Daily Review-Star dropped 401,164 lines. 


Jan.-Jul. ‘50 Jan.-Jul. 47 Gain or Loss 
Newsday 12,126,466 4,994,320 7,132,146 Gain 
Review-Star 4,288,939 4,690,103 401,164 Loss 


Here indeed is the Nation’s new major market ...a market 
where Newsday alone can do your selling job on the local level. 


Alicia Patterson, Editor and Publisher . . . 


Source: Media Records. 


to 


a | 
' 


Executive Offices, Garden City, Long Island, N. Y. 


Represented Nationally by Kelly-Smith Company 


* Gain over World-Telegram linage. 


Media Records credits Newsday with 
a seven month volume of 15,677,189 lines and a July volume of 
2,031,113 lines but Newsday linage in the two tables herein has 
been liminate double count of General, Automotive 
and Classified linage by Media Records. 
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How TV Affects 
Other Appliance 
Ownership Shown 


New York, Sept. 20—Ownership 
and purchases of durable goods 
in television homes is the subject 
covered in the latest report of Ad- 
vertest Research. Questioning some 
764 TV owners in this metropoli- 
tan area in August, the company 
found that ownership ranged from 
93.8% for radios to 2.5% for dish- 
washers. 

Interviews encompassed air con- 
ditioning units, automatic dish- 
washers, automatic ironers, auto- 
mobiles, home freezers, radios, re- 
frigerators, vacuum cleaners and 
washing machines. Data were com- 
piled to show purchases made be- 
fore and after television came in- 
to the home. Some 14.5% of the 
total number of durables owned 
by the interviewees were bought 
after TV. 


s For example, 31.6% of all air 
conditioning units bought by these 
families before they bought a TV 
set were Philco; 42.9% of units 
acquired after TV were Fedder. 
Leaders in this and other ap- 
pliance categories are listed by 
Advertest as follows: 


Before After 
Air conditioning Philco (31.6%) Fedder 


(42. 
General 


Automatic dish- Thor (50) Elec- 
washers tric (38.5) 
Automatic General Elec- General Elec- 
Ironers tric (29.9) trie (26.5) 
Automobiles Chevrolet (17.9) Chevrolet (22.3) 
Home freezers Philco (33.3) Philep (41.7) 
Radios Emerson (22.2) Admiral (18.3) 
Refrigeraters Frigid- General Elec- 

aire (30.1) trie (29.3) 
Vacuum cleaners Hoover (30.9) Electro- 

Lux (44.7) 

Washing 
machines Bendix (19.6) Bendix (25.3) 


Runnerup to radios (92.8) in 
percentage of ownership were 
vacuum cleaners, which were in 
96.8% of the homes surveyed. 

Other ownership figures: auto- 
mobiles, 85.1; washing machines, 
81.5; refrigerators, 76.8; automatic 
ironers, 18.5; air conditioning 
units, 3.4; home freezers, 2.7; and 
automatic dishwashers, 2.5. 
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Approximately 22% of the test 
families have bought one of the 
durable goods covered in the study 
since becoming a part of video’s 
circulation; 14% have purchased 
two; 4.2%, three; and 2.2%, four. 


Morgan Joins Criterion 


Robert D. Morgan, _ formerly 
with “Jessie’s Notebook” and the 
Progressive Grocer, has joined the 
national sales staff of Criterion 
Service Inc., New York, specialist 


Florists to Double Ad Budget 


Members of the Florists’ Tele- 
graph Delivery Assn. have voted 
to double their advertising budget 
for the coming year. The FTD will 
spend 4% of its annual $30,000,000 
volume on promotion (about $1,- 
200,000), instead of the 2% for- 
merly used. 

About 55 newspapers will be 
added to the schedule, plus a num- 
ber of radio and TV stations. The 
expanded campaign begins next 
month, via Grant Advertising’s 


in three-sheet outdoor posters. 


New York office. 


Advertising Age, September 25, 19607 


‘Herald Tribune’ Ups Newborn 

Roy I. Newborn has been ap- 
pointed city circulation manager 
of the New York Herald Tribune. 
Formerly assistant city circulation 
manager, he succeeds Louis Levy, 
who died Sept. 15. 


Appoints Jasper Rowland 

Jasper M. Rowland, formerly di- 
rector of public relations of Jacob 
Ruppert Brewery, has been named 
director of industry relations of the 
Assn. of Better Business Bureaus, 
New York. 


Gift-Pax Opens New Branch 
Gift-Pax, national service which 
distributes samples of baby items 
to new mothers in hospitals, has 
opened an Indiana branch, to be 
known as Gift-Pax of Indiana. Of- 
fices of the new branch are located 
at 2102 Liberty Ave., Terre Haute. 


Joins Allen-Klapp Co. 

Howard P. Oettinger has joined 
the sales force of the New York 
office of Allen-Klapp Co., repres- 
coe the middle west newspaper 
ist. 
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UNLIKE government-curbed mass housing, the rich custom-built market is heading for an 
upswing in °51—and Home Owners’ Catalogs sells this quality market like no other 


UNLIKE mass “shelter group” publications, Home Owners’ Catalogs selectively sells this 
selective market by distributing your sales literature to known consumer prospects only 


UNLIKE the function of mass advertising, consumer catalog distribution via Home Owners’ 
Catalogs provides detailed buying information which influences buying decisions made 


for manufacturers of new-home products! 


medium does. 


—families who are impelled to buy. 


by specific, verified, dominant buying factors. 


UNLIKE any other printed means you can name, Home Owners’ Catalogs is the most effective, 
most economical distributor of consumer sales literature to the greatest number of 


qualified home-planners. 


UNLIKE any other year in its history, Home Owners’ Catalogs is now serving more national 
accounts than ever before . . . distributing more consumer catalogs than ever before (over 
2,500,000) .. . binding bigger books than ever before (over 398 pages). 


UNLIKE all other merchandising aids offered by consumer publications and services, the Home 
Owners’ Catalogs merchandising package is a proven sales-maker with plenty of dealer- 


level impact. 


UNLIKE so many other consumer media, there'll be no rate increase for a ’51 Home Owners’ 
Catalogs program—Standard Rate and Data Service tells the full story. 


RARE SALES OPPORTUNITY .. . 


for manufacturers of building materials, 
equipment, appliances, and home furnish- 


ings! 


ACT NOW! HIRE HOME OWNERS’ CATALOGS FOR ‘51! 
YOU'LL LIKE WHAT IT DOES TO YOUR SALES! 


Write today for full facts on Home Own- 
ers’ Catalogs and the quality housing mar- 


ket. These two 
asking: 


brochures are yours for the 


“Now You Know” and “Let’s Sell 
Quality Housing”. 


HOME OWNERS CATALOGS 


(THE F.W. DODGE CORPORATION’s 
; CONSUMER CATALOG 
DISTRIBUTION SERVICE oN 


119 West 40th Street, New York 18, N. Y. 


i ae iad ; ee 


i lags OS 


2 


2 ee 


Adv 


= ee) 
| Ce | Fi 
| Fir 
PF Ba 
oe wise 
es, old | 
ae) iy corp 
— of tk 
a here 
ee “4 
es Pe : 
. gooc 
TERED Waa, SS TT EE RE ENS ats ES 8 SEP ae LD Se Oe ee 
Bad es 
pee: 
i, 
: “ae 
oe: > ——. 
: ae {an So de ig 
3 e : 
eee a : 
oe aan - el ‘ ; 
“Hace Ge : "¢ s 
pore a 
See = 
iy ») 
eit: a 
a * 
; ) a 
+ waaee me 
iad 4 
- eae oe a 
a i a 
= oan _ 
Pee : 
ponece te 
| | ; Be a 
Bae 
ee ee ! 
ae ee a 
~~ a _ 
N’ ee . 
= sHooT . “ag 
eee , FS | ’ 
ial mei 
rie? KS Ss if 
me THE W f 
ieee — 
aha . a a / at 
eae HTERS i 
mm SLAUG —— my 
me: i 
Jy wee . @ , 
Py, fe ma 4 
oe es a 
mm (Ky-)? ee Tt 
Sideo es . ag at munition He o" 
“a ae 
a yy og 
‘ de a 
ees ea 
A 
se —_ nee SH a 
Snel a 4 
acs ee ee: 
eee, | rr—“—*isSs—C—CiszC ce 
pies ; . 
illeg for all the fact a eS es 
ae : 3 e . 
oe oes ee a 
ee We ; 
hehe rT. . 970% 
wire asc AFFILIATE * 5000 wa Inc. 
re FREE & PETERS, os 
a Hational Represem 
ey 
ck 2 meGEF 
eee , 
aioe Se a a ee Pes Fig SS ORS eh Seca = ee Ne Sr fe ee eae ee ae eine Nes ee ne eet ae! e i Pa Sue ee Meee Eile hes, si ‘ bp a a ane] Se eee - eae Ree ee ae 


Advertising Age, September 25, 1950 


Financial Consultant Says Investment 
Bankers Know Importance of Advertising 


New York, Sept. 19—Money 
wisely spent for advertising is as 
important an investment as money 
spent for machinery, Stanley Har- 
old Morgan, Chicago consultant in 
corporate finance, told members 
of the Industrial Advertising Assn. 
here yesterday. 

“An advertising investment in 
good will,” Mr. Morgan said, “may 


prove more important than physi- 
cal assets, and is so regarded by 
most investment bankers. Physical 
assets can be destroyed. But good 
will created by advertising and 
service can be maintained by ad- 
vertising even in the face of ca- 
lamity.” 

Industrial advertising men, he 
said, have a responsibility to sell 


management on the importance of 
advertising as one of the hidden 
values of industrial investment. 


s “Hard-hitting advertising, mer- 
chandising and sales promotion 
give first-rate evidence,” he said, 
“of a company’s determination not 
only to preserve its position in its 
industry but to improve it. This 
view is widely held among in- 
vestors, commercial bankers and 
investment bankers. 

“In the investment market,” Mr. 


Morgan pointed out, “well-adver- 
tised companies enjoy definite ad- 
vantages over their less-advertised 
competitors. Their securities are 
more readily acceptable, command 
a higher price, and usually are 
more stable. Advertising helps in- 
crease their capital value, through 
opportunities offered by the tax 
laws. Also, expansion is easier, 
often cheaper.” 

Fixed sums for advertising ap- 
propriations, he said, frequently 
fail to take into account fixed and 


and Services 


for 


“fi 


dwvality new-home 


modern, 


25 


variable costs. It is more practical, 
he suggested, to consider specific 
costs of specific objectives. In 
addition, he emphasized, the use 
of advertising should not be lim- 
ited merely to stimulating sales. 
It also is a kind of insurance that 
helps preserve capital investment 
and good will. 


Benrus Sets Spot Drive 

Benrus Watch Co., New York, is 
buying all available spot adjacen- 
cies to broadcasts and telecasts of 
the World Series. This campaign 
—a repetition for the company— 
will feature Citation, Calendar, 
Water-resisting and Embraceable 
watches. J. D. Tarcher & Co. is 
the agency. 


Sponsor Football Telecasts 
Cott Bottling Co. and Cott Bev- 
erage Corp., New Haven, Conn., 
will sponsor the second half of the 
telecasts of the Harvard University 
football games and the Princeton- 
Williams game this fall. The tele- 
casts will be carried on WBZ-TV, 
Boston, John C. Dowd Inc., Boston, 
is the agency for Cott Beverage. 
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HOME MAGAZINE 


ie 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH... 


TAKING YOUR 
ADVERTISING MESSAGE TO 


900,000 


above-average 
Southern homes 


‘7 —the 
South's best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16” — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE 7 TO 

SELL THE SOUTH... 

BECAUSE THE SOUTH 
IS SOLD ON... 


HOLLAND’S! 


s 
‘ =.= 


? 


MAGAZINE OF THE SOUTH 


Hf 


DALLAS, TEXAS | 
Offices in Chicage, New York, Atlonta, Nashville 
Simpson-Reilly, Ltd., on the West Coast 
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o. the years since Tokyo 
Bay, peace has been blemished by 
international ill will, distrust and sus- 
picion. Sparks of hope, pangs of fear 
—and finally bloodshed—have written 
recurrent headlines in this country. 
And in one way or another the effect 
of these tensions is being shown. 


But in this sign of the times is also a 
challenge. 
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It is a matter of helping men to use 
their heads and not their emotions... 
of reaching the right minds, the in- 
fluential minds, the clear minds with 
all the facts orderly arranged, clearly 
interpreted, soundly projected... in 
order to keep this turbulent world in 
its proper perspective, and men’s 
judgments grounded in fact alone. 
Newsweek’s 14 years as a service of 


, 


“A. Well-informed Public is America’s Greatest Securit 


news understanding have been a solid 
pattern of profound and growing 
influence over the lives and living of 
millions of alert Americans, their 
families and their friends. And 
because of that service, Newsweek has 
been rewarded in every way in which 
a publication can be rewarded —by 
the respect, endorsement and loyalty 
of its readers and advertisers alike. 


NEW YORK + BOSTON + CLEVELAND + DETROIT * CHICAGO ~ PHILADELPHIA + ST. LOUIS » SAN FRANCISCO + WASHINGTON + LOS ANGELES * MANILA + LONDON * PARIS » BONN + TOKYO 
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for PLUS VOLUME sELLING— 


Deoler 


makes the 
Difference!” 


Numerous responsible surveys 
(including Electrical Dealer's 
own special studies) conclu- 
sively show that Appliance— 
Radio—TV Dealers exert the de- 
cisive influence in more than 
50% ofallretailsales . . . 


tleetrieol 


reaches more Appliance— 
Radio—TV Dealers than 
any other business 

publication... ... 


34,615 


CCA 
CIRCULATION 


—more than 50% 
unduplicated by 
the second book! 


Send for “50 Questions 
and Answers about the 
Appliance — Radio — TV 
market” 


(22 E. HURON STREET, CHICAGO. 11, ILLINOIS” 


Cleveland 15 New York 17 
-1836 Euclid Ave. «101 Park Ave. 


Seattle 1 
Terminal Sales 


San Franciscé 5 


Los Arigeles 5 
625 Market Sti 


3727 W. 6th St. 


Advertising Age, September 25, 1950 


The Creative Uans Corner 


When an advertiser has a product he knows is going to 
appeal to only a limited audience, he seems to employ much 
sounder thinking—and considerably more reasonable re- 
straint—than when he pushes a product that can be bought 
by all and sundry. 

Consider this du Pont nylon t brush ad. The running 
head at the top of the main illustration flags the logical 
audience for the product—home painters. The headline di- 
rectly under it promises the reader helpful and valuable in- 
formation to come. The captions under the four smaller il- 
lustrations not only fulfill this promise but go into the par- 
ticular advantages of nylon bristles. The result is an adver- 
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tisement that does just about as much as one could expect 
an advertisement to do. 

What’s wrong with this technique for a product with more 
general appeal? Nothing—that The Corner can see. How 
much more effective, sales-wise, this Olympic television set 
ad might have been if it were similarly informative and 
specific and less general than it is. People buy products for 
the advantages they bring them—and they like to learn 
about those advantages in order that they can make the 
best buy. In The Corner’s opinion, any advertisement that 
forsakes such information for cleverness or sentiment or 
incredible claims winds up wasting not only the reader’s 
time but the advertiser’s money. 

This Olympic ad, for example, claims there are thousands 
of “youngsters” who “personally recommend Olympic tele- 
vision.” There is a biblical phrase to the effect that “a little 
child shall lead them.” But it is to be doubted that a little 
child, no matter how engaging, can lead TV prospects into 
a dealer’s showroom for the purpose of buying a TV set. 
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U. S. Time Names Bernegger 


Borden to Sponsor Musical 


Lloyd Bernegger, formerly vice- 
president in charge of sales of 
Whitehall Pharmacal Co., has been 
named vice-president in ‘charge of 
sales, advertising and promotion of 
United States Time Corp., New 
York, manufacturer of wrist 
watches. He succeeds Pierre God- 
art. 


Borden Co., Chicago, will sponsor 
“Borden’s Music Bowl,” television 
show featuring Carolyn Gilbert 
and Danny O’Neil, over WBKB, 
Chicago, Monday, Wednesday and 
Friday, 6-6:15 p.m., CST, starting 
Oct. 2. Herbert S. Laufman & Co. 
is producer of the musical. Young 
& Rubicam is the agency. 
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For Latest Authentic Information 
Write [OWA FARM & HOME REGISTER 
Des Moines 4, lowa 
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1920 ‘w IT'S OUR BIRTHDAY pe 1950 m 


PALMER 


DISPLAYS 


“Famous for Thirty Years” 


For 30 years we have created and manufactured major Point-of-Purchase 
Advertising Campaigns for leading national advertisers. 

Our personalized service on creative work and all the exacting details 
of quality manufacturing, meeting delivery dates, shipping, promotional 
assistance, etc. — from our earliest years — stamped our organization as 
one that was bound to win thru. 

Thirty years have brought thousands of merchandising contacts in al- 
most every city, every line of business, most of the advertising agencies 
and practically every large national advertiser. This experience has 
developed an instinct and a “know-how” to build genuine “SELL” into 
window and interior displays. We are 30 years old in merchandising ex- 
perience and as modern as tomorrow in ideas. You get something extra 
when you deal with PALMER. 

We take the mystery out of lithography and make it easy to buy. We 
can handle 2 or 3 more national accounts provided they do not conflict 
with certain customers we have established and served over many years. 


We should welcome an invitation to present our story personally. 


PALMER ASSOCIATES 


Member of Point-of-Purchase Advertising Institute 


51 E. 42nd ST., N.Y. C17 
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(OU CAN... in 
~ SPOT RADIO 


Newspaper front pages are HOT these days. 
A lot of people read them but where’s your 
ad? It's inside somewhere maybe next to 
that item, “Indiana Farmer Gored by Bull.” 


When you sponsor a spot radio NEWS 
broadcast, your first selling message has 
“position” next to the hottest news of the 
day. Your closing commercial has news on 
one side and headlines or weather on the 
other! Much better than “next to” news—-— it's 
in the news. 


First flight local newscasters, using AP, UP, 
INS and local services, are available on the 
nation’s best stations today. Maybe not, 
tomorrow. Call, wire or write the nearest 
Petry office for further information. 


REPRESENTED NATIONALLY BY 


SPOT RADIO LIS 


WwsB 
WBAL 
WNAC 
wicc 
WBEN 
WGAR 


WFAA 


KSO 
WJR 
KARM 
KPRC 
WDAF 
KFOR 
KARK 
KFI 
WHAS 
WTMJ 
KSTP 
WSM 
WSMB 
WTAR 
KOIL 
wiP 
KPHO 
KGW 
WEAN 
WRNL 
WOAI 
KOMO 
KTBS 
KGA 
WMAS 
WAGE 
KVOO 
WWVA 
KFH 


Atlanta 
Baltimore 
Boston | 
Bridgeport 
Buffalo 
Cleveland 
Dallas 

‘PF. Worth 
Des Moines 
Detroit 
Fresno 
Houston 
Kansas City 
Lincoln 
Little Rock 
Los Angeles 
Louisville 
Milwaukee 
Mpls.-St. Paul 
Nashville 
New Orleans 
Norfolk 
Omaha 
Philadelphia 
Phoenix, Ariz. 
Portland, Ore. 
Providence 
Richmond 
San Antonio 
Seattle 
Shreveport 
Spokane 
Springfield 
Syracuse 
Tulsa 
Wheeling 
Wichita 


NBC 


CBs 
CBS 


THE YANKEE NETWORK 
TEXAS QUALITY NETWORK 


EDWARD PETRY & CO., INC. 


DETROIT .......... General Motors Building....Trinity 5-1035 


SAN FRANCISCO. Russ Building.................. Garfield 1-4082 
LOS ANGELES ....523 West 6th Street.......... Michigan 8729 
ATLANTA ........ New Palmer Building............ Lamar 2080 
DALLAS .......... M & W Tower................. Prospect 7-3593 
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Figures show it. Unmistakably, it's a trend! 
Each year, more advertisers are reaching 
and selling the Decision Men in the 
automotive industry by putting their ad- 
vertisements alongside the news. 


AUTOMOTIVE NEWS 
e gets in 
° gets read 


e gets action 


because it's the news that Decision 
Men want and need! 

So - - sell the top car dealers, their parts 
and service managers, and automobile 
company executives with the preferred 
trade paper of the automotive in- 


dustry. 


PENOBSCOT BUILDING 


NEW YORK CHICAGO 
Edward Kruspak J. Goldstein 
51 E. 42nd St. 360 N. Michigan 

MUrray Hill 7-687! STAte 2-6273 


Picture of Trend on the Move! 


More and More Advertisers 
Use Automotive News 


OF SPECIAL INTEREST TO 
SPACE BUYERS: 
AUTOMOTIVE NEWS is the 
only paper in the automotive field 
showing advertising linage gains 
in the first 6 months of 1950. 


ADVERTISING AGE, July 17. 1950) 


(Source: 
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Circulation up, too! 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. | INDUSTRY 


DETROIT 26, MICHIGAN 


Advertising Offices: 


DETROIT LOS ANGELES 
Dick Webber R. H. Deibler 
Penobscot Bldg. 2506 W. 8th St. 
3-0495 DUnkirk 3-0303 


Advertising Age, September 25, 1956 
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RED FEATHER—Guests at the Red Feather luncheon in New York included Walter 


of Curtis Publishing Co.; Eileen Murphy, 


school and career editor of Seventeen; and Arch Crawford, president of National 
Assn. of Magazine Publishers. About 500 magazines will support Red Feather 


and N ber issues. 


we 


Americans Plan 
Latin American 
News Magazine 


NEw York, Sept. 20—Announce- 


news magazine, Vision, to be pub- 
lished in Spanish for Latin Amer- 
ica, by William E. Barlow, presi- 
dent of Vision Inc., 231 E. 51st St. 

Called “the first general maga- 
zine in the history of American 
publishing to be created especially 
for an audience outside of the U. 
S.,” Vision has a $750,000 backing 
by Latin American and U.S. pub- 
lishing interests, its executives 
say. 

The first issue hits the stands in 
mid-November with fortnightly 
appearances thereafter, containing 
news specifically edited for Latin 
Americans, according to Mr. Bar- 
low. Vision will have a guaranteed 
circulation of 50,000 for the first 
six months, and printing will be 
done in at least two South Amer- 
ican cities, with distribution en- 
tirely by air. 


ws Edwin Stout, formerly with 
Cowles Magazines, is top editor of 
Vision. The staff, in the field and 
home office, is composed of South 
American and U.S. newsmen, with 
a roving correspondent-photo- 
grapher in South America, per- 
manent correspondents in prin- 
cipal South American cities, staff 
writers in Rome, Paris, Madrid and 
Washington, plus news agency 
coverage. 

Alexander Nimick, former ac- 
count executive at N. W. Ayer & 
Son, New York, is advertising 
manager. Four men staff the New 
York office and Allen & Ruther- 
ford, Chicago, is representative in 
the Midwest. 

Charter rates are based on $500 
per b&w page, with a 12-month 
increase protection. Effective Nov. 
1, rates rise slightly with a shorter 
protection guarantee. 


a A special Portuguese edition 
will be offered shortly to those ad- 
vertisers interested only in Brazil. 


ment was made Monday of a new} 


Written especially for and printed 
| in Brazil, it will be supervised by 
Dixon Donnelley, former U. S. De- 
partment of State official. Adver- 


rately or in conjunction with the 
Spanish edition. 

Robert Lockwood, formerly cir- 
culation manager of Time and Life 
International, heads that depart- 
ment for Vision. Circulation em- 
phasis will be toward “a high level 
audience of professional, social, 
business and government leaders,” 
with special concentration on those 
countries important to the U.S. 
exporter. 

Sale price of Vision has not yet 
been announced. ‘ 

Roger H. Woods is production 
director. Offset printing techniques 
similar to those developed by 
Time for its overseas editions— 
where he was production mana- 
ger—will be utilized. 


Agency Names Morrah V. P.; 
Changes Its Name 


David W. Mor- 
rah, art director 
of Bradham & 
Co., Greensboro, 
N. C., has been 
named vice-pres- 
ident of the agen- 
cy. Bradham & 
Co. has changed 
its name to Brad- 
ham & Morrah. 

Mr. Morrah has 
been with the 
agency since 
1947. George W. Bradham is pres- 
ident and founder of the agency. 


United Stores Buys Cassels 


The United Stores Corp., New 
York, has acquired Cassels 5 & 10 
Cent Stores Inc., a variety chain 
of Easley, S. C. It operates seven 
stores in South Carolina, two in 
Georgia and one in North Carolina 
with annual sales of about $700,- 
000. United Stores Corp. is a hold- 
ing company with a large stock 
interest in the McCrory Stores 
Corp. and the McLellan Stores Co. 


D. W. Morrah 


Form New Art Studio 

Rael Cowan, designer and il- 
lustrator, and Tony Cooper, art 
director and production consult- 
ant, have merged their advertising 
art studios. The new service will 
[be known as Cowan & Cooper 
| Studios and will be located at 147 
'E. 50th St., New York. 


— ADVERTISING PROFESSION 
les Portfolios * Advertising Specialties - 
_Die-Cutting * Mounting + Paper Lining, etc. 


ee 
ae 


J 
A 
s 


@ SERVICE BINDERY CO., INC. 7.2 


and sutfsidiary 
cae SERVICE MOUNTING & FINISHING co. 
Plant—2241 South Webash AvenuesChic 


eer Phen ibies iSeee- 


tising space can be bought sepa- ° 


= 


*Indicat 
Sept. 
tional 4 
Specialt 
Sept. 
ice Assi 
vention, 
Oct. | 
Expositi 
York, 
tising A 
Oct. 
Users, ¢ 
New Ye 
Oct. 4 
33rd an 
New Ye 
Oct. | 
annual 
York. 
Oct. § 
agers’ / 
nual me 
real, Qu 
Oct. 6 
lishers’ 
Harris | 


Oct. 3 


ference, 


Nov. 


vertising 

Jan, 2 
Executiv 
tel, Chic 


, 32 | | es 40°C" 
oC ihe fr 
ina es ms 3 , ae 
Eanes Ss) - = ic ES 4 ; " 2 Po ey q se ‘ ¢ i 
se ee Ns yy yyy yy yy yy » U4, # io, (saw oA ” Ss a G 
- fe ed /. Se 
iq 6001. Le NN HH SH Iie > 7 i- 
: ane / L fs a ‘ _ 
BO oi i f¢§ a 
ane v ae 
a fs | piRst @ 1950 y a \ A . t SS 
| S| 400 CARY — a 
cm ™ a i - 2 
tad aNG 4a “A re) campgigns ee Ost 
oa ; a meme * 
\ Paks | = oY — a | Set 
: 30 0 y Oct. 
« : of Ame 
ee ih Ay 4 Oct. 1 
bia WU ') tributio1 
es 7 © 0 0 4 > : — 
‘ AC 2 A ; | Women’ 
cs q Schroed 
fe ¢ C rs 2 onan 
i: , ce ] ‘ 100 ze. — rl oct 
ss if « Hkh hth Ase ae a moet 
_ ‘ ‘ - N tel, Ath 
ee. a me 
+ fs SI ILI, | IG I O = \ ¢ Y, —, 
; nite BES. ded a ing, Pai 
ee | = 
tions, a1 
. | —¥ 
at | lishers 
ea — 
% vertising 
(ieee keting I 
vers of Comr 
ered of Sales 
me *Nov. 
f * ? National 
rie | Indianay 
| of hi 
ais Dallas. 
Jan. 2 
| Bi 
ss | 
is, | _ — 
a es N 
is y | S. Y. 
=o a a a Te are | 
Die Ne | ie . ye By 
, A sae Val: | unc 
. a eee al: — 
ae [| 28,000 ’ c~ i | BN 
wi (9 aul 3) | The 
: OS) - why 
INS] 20,000 Wis: Bf cashin 
\ 16,000; 14, Z| € He w 
sis ie 12,000 | Ay. ie — 
. — a = 
Ve Se Nit VOSS ON Thi 
ts 
; S| a | — = 
ag . i ee A ae Gr Smee Fa ae aera ge ee Be ath ites search 
ee ‘ ie S ee, PP 6 eS nnn vertise 
Oe SS e A eS. Ne i wr 
i ~ N a _ A: Cor 
a Automotive News : nad 
: @ @ ee >See |! .... 
ie _# os me =: 10 Eas 


$509 


Advertising Age, September 25, 1950 


*Indicates rirst listing in this column. 


Sept. 24-28. Advertising Specialty Na- 


tional Assn., 47th annual convention and 
Specialty Fair, Palmer House, Chicago. 

Sept. 30-Oct. 3. Mail Advertising Serv- 
ice Assn. International, 29th annual con- 
vention, Roosevelt Hotel, Néw York. 

Oct. 2-6. Premiums & Ad Specialties 
Exposition, 7ist Regiment Armory, New 
York, ed by Premi Adver- 
tising Assn. of New York. 

Oct. 3. Associated Third Class Mail 
Users, annual convention, Hotel Bedford, 
New York. 

Oct. 4-6. Direct Mail Advertising Assn., 
33rd annual conference, Roosevelt Hotel, 
New York. 

Oct. 5. Export Advertising Assn., 2nd 
annual convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Assn. of Eastern Canada, 3rd an- 
nual meeting, Mount Royal Hotel, Mont- 
real, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 9-11. 
Assn., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

Oct. 9-12. Advertising Typographers 
of America, 24th annual convention, Ho- 
tel Traymore, Atlantic City, N. J. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 20-22. Midwest Conference of 
Women’s Advertising Clubs, Hotel 
Schroeder, Milwaukee. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 


Oct. 23-25. Life Insurance Advertisers 


Assn., annual convention, Claridge Ho- 
tel, Atlantic City. 

Oct. 23-25. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

*Oct. 24. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Parker House, Boston. 

Oct. 26-27. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 26-28. Southern Newspaper Pub- 
The 

w. 


lishers Assn., annual convention, 
Greenbrier, White Sulphur Springs, 
Va. 
Oct. 31-Nov. 1. American Assn. of Ad- 
vertising Agencies, annual Eastern Con- 
ference, Hotel Roosevelt, New York. 

*Nov. 2. Upper Midwest Sales Con- 
ference, sponsored by the Sales and Mar- 
keting Department, Minneapolis Chamber 
of Commerce, and the Minneapolis Assn. 
of Sales Managers, Nicollet Hotel. 

*Nov. 14. American Public Relations 
Assn., sixth annual meeting, Washing- 
ton, D. C. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Assn., 
Indianapolis. 

Jan. 19-20, 1951. 
of Advertising Agencies, 
Dallas. 

Jan. 22-23, 1951. Assn. of Railroad Ad- 
vertising Managers, St. Petersburg, Fla. 

Jan, 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 


Southwestern Assn. 
Baker Hotel, 


_MEMO )) f 


Space Buyers 


LIKE A LETTER FROM HOME 


That's what Foreign Service means 
to every V.F.W. member—and that’s 
why mail order space buyers are 
cashing in on the dollars they spend 
for keyed copy in the V.F.W. 
magazine. 

You don’t need to be a media 
expert to know that good mail order 
results are produced only by books 
that enjoy intense readership. 

This readership is the magic push 
that will send Foreign Service read- 
ers to their nearest dealers in 
search of your product—if you ad- 
vertise in the V.F.W. magazine. 

* 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


Tor 7 S$, . 
THE V.F.W. MAGAZINE ~ 
Dan B. Jesse, Jr. & Associates, Inc. 


Advertising Directors 
10 East 43rd St., New York 17, N. Y. 


Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Assn., annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

May 2-4, 1951. Assn. of Canadian Ad- 
vertisers, annual convention, Toronto. 


Monarch Signs TV Show 
Reid Murdoch division of Con- 


Armstrong Joins Ramsdell 


Mrs. Molly Armstrong, former 
medical copywriter for J. M. 
Mathes Inc., and head of product 
development for Frederick Stearns 
& Co., Detroit, has joined Lee 
Ramsdell & Co., Philadelphia, as 
a member of the medical copy 


solidated Grocers Corp., Chicago, | staff 


for Monarch Finer Foods, is spon- 
soring a weekly television pro- 
gram, “Women in the News,” over 
WGN-TV, Chicago, which began 
Sunday, Sept. 17, at 8 p.m., CDST. 
Weiss & Geller, Chicago, handles 
the account. 


Edward Murry Joins WPTZ 
Edward G. Murry, formerly with 
the sales department of Monogram 
Pictures, has joined Station WPTZ, 
Philadelphia, as film buyer. 


Duskin Joins Ray-Hirsch 


Phyllis Duskin, formerly vice- 
president of Shop-By-Television 
Inc., and account executive for 
Stations WLIB, New York, and 
WPAT, Paterson, N. J., has joined 
Ray-Hirsch Co., New York, as 
radio and television director. 


Appoints Ellington Agency 
Ellington & Co., New York, has 
been appointed to handle U. S. ad- 
vertising for the Festival of Bri- 
tain 1951, commemorating the 
Crystal Palace Exposition of 1851. 
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Vulcan Names McConnell 


Vulcan Rubber Products Inc., 
Brooklyn, manufacturer of indus- 
trial rubber coated fabrics, has 
named Thomas H. McConnell Jr. 
sales promotion and advertising 
manager. Mr. McConnell joined the 
company in 1948. 


Joins ‘American Hairdresser’ 
Ray W. Martin has been ap- 
pointed eastern advertising man- 
ager of American Hairdresser, 
making his headquarters in New 
York. 


American Photoengravers 
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a larger city market than Albany, N.Y., Chattanooga, 
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Savannah, Berkeley, or Phoenix. 


reasons why you must “Think Twice About Tacoma" 
everytime! 


- 
oing UP - 
Tacoma now the Nation’s 
65th City -- Jumping From 
82nd Place In 1940! 


Tacoma's Pierce County gained 50.9°%—largest by far 
of any metropolitan county in Washington State. More 


fact that 
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papers. 


coverage! 
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In the rich Tacoma market, 
the News Tribune's 70,500 
metropolitan 
overshadows all other daily 
“Outside” 
deliver less than half the 
recognized bare minimum 


Only The News Tribune Covers Growing Tacoma 


circulation 


dailies 


SAAh 


MISSSAYAD 


The Z0MA 


News Tribune 


80,141 Circulation, A.B.C. 


you 


Let Sawyer-Ferguson-Walker give 
the complete facts about 
your Tacoma opportunity. 
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The Eye and Ear Department 


It’s just possible, when the score is added up, that Ford 
will be found to have lavished more money on experimenting 
in television than any other sponsor—and it’s wonderful 
to have a wad of dough, as far as television is concerned. 

One of Ford’s more successful experiments is the “Ford 
Film Playhouse,” on NBC-TV Saturday nights. The “Play- 
house” also looks like one of the less expensive experiments 
that Ford has undertaken. The combination should make the 
boys from Detroit exceptionally happy. 

The “Ford Film Playhouse” is a boon to movie-goers— 
who, of course, are legion. On it they may see, in the com- 
fort of their homes, not double features, not the 99% of 
trash and drivel that Hollywood turns out from its gigantic 
meat grinder, but the 1% of the Hollywood films that have 
been super-excellent. Films like “I Married a Witch” with 
Veronica Lake and Frederic March, or John Ford’s “Stage- 
coach.” 

The result is a combination of satisfaction, nostalgia and 
sheer gratitude that puts one in the very best of moods for 
a commercial—and the commercials, too, Ford is careful to 
make most friendly and ingratiating. This is the institu- 
tional side of advertising, so frequently frowned upon by 
the “hard-selling” school—and so far from the reach of the 
advertiser with a limited budget. It is quite possible that if 
Ford were restricted by its budget to one half-hour TV show 
a week, it would have at the audience with hammer and 
tongs, instead of with chocolate eclairs and charlotte russes. 
It is quite possible, too, that if it were any other sponsor—say, 
Sterling Drug or P&G, and not meaning at all to be unkind— 
it would have at the audience with fifteen hammers and 
fifteen tongs. 

But the happy fact is, that it doesn’t. And this may be a 
direct consequence of its heavy experimentation. The “Ford 
Film Playhouse” dramatically demonstrates that TV is not 
alone the perfect medium for home demonstration of a prod- 
uct, but the medium unexcelled for making friends. And this 
Ford does—with this particular program—in a most un- 
usual manner. And as anyone who is engaged in the fine 
art of selling knows from hard-won experience, there’s 
nothing like having the prospect like the salesman when it 
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comes to making a sale. 


goldarned good TV show. 


The Eye and Ear Department congratulates Ford on a 
very simple idea very expertly handled—and, of course, its 
advertising agency. Or whoever was responsible for a 


Industry Donations 
to Charity Studied; 
Gifts Mostly Local 


New York, Sept. 19—Company 
gifts to charitable and educational 
institutions in 1950 will equal the 
record donations of 1949, accord- 
ing to a survey of 201 manufactur- 
ing companies made by the Na- 
tional Industrial Conference Board 
and released here yesterday. 

Because of the growing number 
of charities, the survey shows, 
more companies favor some form 
of pooled or federated giving to 
reduce the burden of considering 
and making many independent 
gifts. 

Half of the respondent compan- 
ies plan to give as much to char- 
ities this year as last. One-fourth 
of the companies will pare their 
donations. The remaining fourth 
believe that their gifts to charit- 
able and educational institutions 
will exceed those made in 1949. 

Gifts to local organizations, par- 
ticularly the Community Chests 
and hospitals, still account for the 
major share of company donations. 
| Among national organizations, the 
Red Cross is still the largest re- 
cipient of corporate gifts. 


. Most companies, the survey 
Says, express the view that their 
prime philanthropic responsibility 
is to those communities in which 
they maintain plants or offices. 


They operate in the belief that 
“the cause is worth while if it 
touches upon the living conditions 
of our employes and their fam- 
ilies.” 

Companies employ a wide var- 
iety of yardsticks in determining 
the size of their gifts, the report 
shows. The controlling factor is 
the company’s earnings. 

With few exceptions, reference 
is made to the previous year’s out- 
lay and “very special justifica- 
tion is required for marked de- 
partures.” Most companies report 
checking the size of contributions 
made by other local companies, 
and it is reported a common prac- 
tice for executives to discuss the 
matter with one another at local 
civic meetings. 


‘Foundry’ Appoints Three 

George A. Pope, Chicago district 
manager, has been appointed bus- 
iness manager of Foundry, pub- 
lished by Penton Publishing Co., 
Cleveland. A. W. Johansen, on the 
sales staff, has been named to suc- 
ceed Mr. Pope as Chicago district 
manager. Robert Z. Chew Jr, 
formerly on the advertising staff 
of Hotel Monthly, Chicago, has 
joined the staff as advertising rep- 
+. neat in the Chicago district 
office. 


Barna to ‘Western Building’ 

Norman S. Barna, formerly as- 
sistant to the advertising director 
of the First National Bank of 
Portland, Ore., has been named 
advertising manager of Western 
Building, Portland. 
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Never Underestimate the Power of a Woman! 


Nor the power of the magazine 
that outsells* every other magazine in 


the world at the newsstands— 


oe JOURNAL 


2K More newsstand copies bought per issue than any weekly or any other 
monthly—ABC averages, 12 months, 1949, ABC report, first 3 months, 1950. 
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the Chicago 


ADVERTISERS: 


IF WHAT YOU SELL GOES INTO THE HOME, YOU 
ADVERTISING BELONGS IN CHICAGO'S No. 1 EVENIN 
_NEWSPAPER...LARGEST BY FAR... 
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erald-American is... 


Greatest May circulation in Herald-American history. 


Greatest June circulation in Herald-American history. 


Greatest July circulation in Herald-American history. 


Another Record Month in total circulation, R. T. Z. circulation, 
Chicago circulation and in home-delivered circulation the 
Herald-American continues to set the pace for Chicago 
evening newspapers. Total circulation in August reached a 
record 562,498—38,445 greater than a year ago. 


Chicago HERALD-AMERICAN =v 


NATIONALLY REPRESENT D 
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Restaurant Names Umland 


Umland & Co., San Francisco, 
has been named to handle the ad- 
vertising of Ott’s Drive-In Restau- 
rant, San Francisco. Plans call 
for radio, TV, newspaper and out- 
door advertising. 


Office Managers to Meet 


American Management Assn. 
will hold its office management 
conference Oct. 30-31 at the 
Hotel Statler, New York. 


Wilbar Joins Miller Agency 

Wadsworth Wilbar, formerly 
with American Home, National 
Broadcasting Co. and the Journal, 
Providence, R. IL. has joined 
Dwight Miller, Providence agency, 
as account executive. 


Brand Names Moves Oftices 

Brand Names Foundation Inc. 
has moved its offices to the 12th 
floor at 37 W. 57th St., New York 
19. 


Photostats 


FOR ADVERTISING 


410 N. MICHIGAN AVE. 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 


HI. 5355 


111 E. DELAWARE ST. 
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Federal Reserve Figures on Department Store Sales 


WasHINncTon, Sept. 18—Depart- 
ment store sales during the week 
ended Sept. 9 were 8% above sales 
in the same week last year and 
about 3% above the record 1948 
volume during the corresponding 
week. 

Though comparisons should be 
made cautiously, because of Labor 
Day fluctuations, it is apparent 
that not all areas of the country 
are experiencing equally heavy 
consumer buying. 

In the Atlanta district, for ex- 
ample, department store sales were 
up 19% above the volume in the 
same week last year, while the 
New York district- reported only 
a 1% gain. 

Strongest showings were. made 
by the southern, southwestern and 
West Coast cities and cities in the 
Philadelphia, Cleveland and St. 


DEPARTMENT STORE 
SALES INDEX 


1935.39 EQUALS 100 


Week to Sept. 9, ’50* p295 
Week to Sept. 10, ’49* 273 
Week to Sept. 2, ’50*..310 
Week to Sept. 3, ’49* 295 
Month of July, ’50*....p283 
Month of July, ’49*....218 


pPreliminary. 
ENot adjusted seasonally. 
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Louis districts. 

Largest gains recorded by the 
cities were the 23% sales increases 
in Atlanta and Nashville. Dallas 
was up 22%; Akron reported a 
20% rise, and Seattle, Salt Lake 
City, Los Angeles, Fort Worth and 


* Atlanta 
* Baltimore 


© Memphis 
* New Orleans 


the Negro field. This market is yours 


in Ebony’s advertising columns! 


12 cities with 100,000 
or more Negro population 


Get the facts on the 15 million Negro 


market with $15 billion a year to spend! 


* Birmingham ¢ New York 

* Chicago ¢ Philadelphia 

* Detroit © Pittsburgh 

*Los Angeles *¢ Washington, D.C. 


_-- PUBLISHERS OF EBONY - NEGRO DIGEST - 
- 1820 S. MICHIGAN AVE., CHICAGO - 55 W. 42nd ST., NEW YORK - 427 W. Sth ST., LOS ANGELES. 


Your national advertising is 
incomplete without EBONY coverage 


of the active Negro market! 


A 10 city survey of newsstand magazine sales in Negro 
areas (available on request) shows Ebony outsells every- 
thing including Life, Look, the women’s and confessions 
magazines. Such solid circulation (80% newsstand every 
month at 30c a copy) proves the strength, virility, and 
continuing appeal to Negro buyers with money to spend 
on nationally advertised products. In 5 short years, Ebony 
has risen to a position of unchallenged dominance in 


Johnson Publishing Company, Inc. 


TAN CONFESSIONS 


Little Rock all were up 18%. 

Largest decline among the cities 
reporting to the Federal Reserve 
Board was San Francisco’s 11% 
drop. St. Joseph, Mo., was off 8%; 
Springfield, Mass., was down 2% 
and New York and Milwaukee 
both had 1% losses. 

Historically, department store 
sales usually begin to rise in mid- 
September and continue generally 
upward until Thanksgiving, drop 
slightly and then rise rapidly dur- 
ing the Christmas rush. 

% Change from ’49 


Federal Reserve Aug. —, Sept. 


District and City Ai 9 
UNITED STATES .......... “4 5 % 
Boston District .............. ll 2 3 
New eae . 133 —7 1 
Boston «00000 ll 3 2 
Sorinatieid z2e-—l -2 
Providence 9 1 4 
New York District ......... 9 —2 1 
Newark 2 r—5 2 
Buffalo 6 —2 5 
New York 1 r-3 —l 
Rochester 12 9 
Syracuse 12 10 
Philadelphia District .... 13 if) 
Philadelphia = 12 li 


Cleveland District 
Akron 


OOF 
ir) 


Cincinnati gies 18 
Cleveland . 16 12 
Columbus 24 13 
9 ) 
spoteadt 22 10 13 


8 7 
9 6 
9 2 7 
Atlanta District .. 12 r—1 19 
Birmingham 20 10 ° 
Miami ; 38 14 ° 
Atlanta .......... 6 rl 23 
New Orleans 4 r—22 be 
Nashville ....... 18 17 23 
Chicago District .. 20 9 6 
ee 17 8 0 
Indianapoli: 21 2 17 
 —— 23 10 lo 
Milwaukee 4 177. —i 
St. Louis District 12 5 il 
Little Rock ..... 2 2 18 
Louisviile . 11 5 8 
St. Louis ... 13 4 ll 
SII crismsseciingsnsoiuitte 9 5 4 
Minneapolis 38 «Or lB 
Minneapolis .. 27 ll 5 
ye Peewee 69 36 1 
24 13 


Kansas City ..............00-. 20 ll 10 
St. Joseph . 6 —4 —8 
Oklahoma ...... 9 11 13 
8 14 13 
12 il WG 
10 15 22 
17 ‘rl 18 


pe —3 
San Francisco District . 9 8 ll 


Los Angeles Area ........ 9 10 18 
Oakland ll 6 4 
San Francisco 14 5 —ll 
Portland 7 3 7 
Salt Lake City 10 8 18 
Seattle 8 ll 18 


*Data not available. 
rRevised. 


Tru-Vue Signs Two 


S. A. Hirsh Mfg. Co., Chicago, 
manufacturer of store shelving and 
equipment, and Ivanhoe Restau- 
rant, Chicago, have signed David 
Ettelson & Associates, film pro- 
ducer, to create Tru-Vue three- 
dimensional film kits for use in 
their sales and advertising pro- 
grams. The film company also an- 
nounced the appointment of Leo- 
nard H. Slaton to take charge of 
the scenario department in its Chi- 


Appoints Ward Ad Manager 


Roswell Ward, formerly with 
Lee-Stockman, New York, has 
been appointed advertising mana- 
< Red Devil Tools, Irvington, 


NEW JERSEY'S FOURTH LARGEST MARKET 


PEAN UTS 


Send or call for 
the complete bulletin 
“Metropolitan New York Test Market #1" 


Study the facts and you will find you can 
test a typical segment of Metropolitan 
New York, by testing BAYONNE, for 
only 8 cents a line . . . just peanuts com- 
pared with any other media giving the 
complete, concentrated coverage of 


THE BAYONNE TIMES 
“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., N.Y. © 435 N. Michigan Ave., Chicage 
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Why did we tell about 


the strange fears of 


In July, Modern Screen revealed why one of 
Hollywood's loveliest stars is afraid to be herself. 
Thousands wrote to us about “The Strange Fears 
of Ava Gardner.” This flood of letters was no sur- 
prise because the success of this article had been 
predicted months in advance. 


For Modern Screen’s 8-year-old Continuing Read- 
er Survey is a unique and scientific gauge of 
what interests its readers. Modern Screen fore- 
tells readership of every article, and even breaks 
interest down into age groups! 


Modern Screen can even tell which movie stars 


America’s Great Screen Magazine 


are on their way up and which stars are on their 
way down, before Hollywood has an inkling! 


This pre-tested editing explains why 4 million 
young women read Modern Screen every month 
—cover to cover. And these young women come 
from families whose income is 42% above the 
national average. 


It also explains why Modern Screen, 
in “49, led all screen magazines on 
the newsstands of America. 


modern screen 


DELL PUBLISHING COMPANY, 261 Fifth Avenue, New York 16, N.Y. 
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| gl your aim is to move more merchandise 
into more New York homes, advertise in 
the one evening newspaper that reaches 
more New York families ... outdistancing 
competition by an overwhelming margin. 
In the Journal-American your sales 
message is guided into the homes and buy- 
ing plans of more than 700,000 New York 
families every evening ... guided by 
choice alone. 
No one is ever “sold” a newspaper in 
New York. There is no city-wide home 
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The Journal-American offers advertisers 
a direct approach for more sales to 


more New York families 


a 


ES 


delivery under metropolitan newspaper 
management. The reading choice of these 
700,000 families is voluntary ... guided 
solely by their preference for the brand 
of reading entertainment the Journal- 
American provides. 

This brand-preference for one news- 
paper, clearly demonstrated at New York 
newsstands, will direct the brand prefer- 
ence of thousands of New York families 
to your products through the advertising 
columns of the Journal-American. 


A HEARST NEWSPAPER a 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE — 
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Blueprint for Action 

e ALTHOUGH THE pains of in- 
ternational conflict at this writing 
are relatively moderate, certain in- 
dustrial therapists are looking 
over the medicine cabinet. In a 
matter of months, or even weeks, 
they figure they may be faced with 
the need for rearranging the em- 
ployment pattern, for establishing 
a new type of relationship with 
employes. 

Here are a few symptoms, culled 
from the ledgers of companies al- 
ready in the throes of change: 

1. The employe handbook or in- 
doctrination manual is being 
hauled out and dusted off. The 
uses for this type of communication 
began to decline a couple of years 
ago, when hiring slackened. Now 
in some areas the employment of- 
fices are filled again. New em- 
ployes these days need to get the 
feel of the new plant fast, and the 
peacetime manual won’t help 
much. Most of the literature for 
new employes is out of date; that’s 
why some companies are revamp- 
ing and modernizing their indoc- 
trination manuals, against the day 
when busy personnel and super- 
visors will be too busy to explain 
what the new employe ought to 
know. 


@ 2. The president’s letter to em- 
ployes is taking on a new tone. 
The president can’t ignore the talk 
in the air any longer. Employes 
right now want to know what the 
boss thinks. 

3. Communications with super- 
visors are becoming more import- 
ant than ever. In the last war, in- 
dustry was compelled to make 
supervisors of people poorly equip- 
ped for the responsibility. Often 
the new, green supervisor had to 
grope his way through a maze of 
changing, conflicting policies, and 
nobody above him had the time to 
tell him anything. That’s why to- 
day supervisory communication 
through meetings and letters is 
getting a growing share of man- 
agement’s attention. 

4. The employe publication 
promises to undergo the major 


~WKxLO 


Louisville, Ky. 
JOE EATON, MGR, - 


Represented Nationally by 
JOHN BLAIR & CO. 


Employe Communications 


How to Win Friends Among Your Workers 
By Rosert NEwcoms and Marc SAMMONS 


change of all the devices of com- 
munication. If it’s primarily a 
morale job on the home front, cer- 
tain companies are beginning to 
reason that talk about competition, 
about customer importance and 
such things must yield to sterner 
talk about saving, and about the 
consequences of hoarding. Some 
publications already have entered 
upon vigorous editorial campaigns 
against reckless spending. Others 
have revived their mailings to men 
in uniform, because part of the 
employe publication’s job is to 
carry to them the news of home. 

There’s little that is certain 
about the war in its present phase 
—at least there is little certain 
about it at the time these lines are 
written. But there is something 


firm and definite about the exist- 
ing pattern of communication be- 
tween employer and employe: It 
cannot stay the same. 


Three Name Braitsch Agency 


Arthur Braitsch Advertising 
Agency, Providence, R. I., has been 
appointed to handle the advertis- 
ing of G. H. Walker & Co., Provi- 
dence, investment house, using 
newspapers; and I. C. E. Sales Co., 
Providence, ice using equipment 
and major home appliances, using 
radio and newspapers. The agency 
also has been named to direct the 
radio advertising of Republican 
State Central Committee for the 
approaching state election cam- 
paign. 


Wiegand Co. Names Two 

Edwin L. Wiegand Co., Pitts- 
burgh, manufacturer of Chroma- 
lox electric heating units, has pro- 
moted C. F. Kreiser from assistant 
sales manager to general sales 
manager. W. J. Arnold, formérly 
industrial applications manager, 
has been named industrial sales 
manager. 
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‘Scientific American’ 
Studies Trends in 
Industrial Buying 


New York, Sept. 19—A study 
of industrial purchasing, con- 
ducted by John H. Platten Jr. of 
Ross Federal Research Corp., has 
been published in book form by 
Scientific American. 

The study presents a detailed 
breakdown of the personnel in- 
volved in the purchasing of plant 
equipment, materials and com- 
ponent parts for each major branch 
of U. S. industry. 

The findings of first importance 
to those engaged in selling cap- 
ital equipment, materials and com- 
ponent parts include, according to 
Mr. Platten: (1) a full recognition 
of the trend toward group respon- 
sibility in purchasing; (2) a 
marked increase in the respon- 
sibility now delegated by top man- 
agement to technical personnel 
for reaching decisions regarding 


“kind” 
“make” of purchases, and (3) the 


severity with which these narrow © 
the field of potential suppliers ” 


early in the purchasing procedure. 


ws “On the average,” Mr. Platten 
Says, “one purchase in four is 
made after consideration of only 
one or two makes of suppliers.” 

Mr. Platten’s conclusions were 
drawn from an analysis of 1,249 
individual questionnaires prepared 
with the active cooperation of ex- 
ecutives, both technical and non- 
technical, in all major divisions 
of 25 industries. 

A limited number of copies are 
available without charge from 
Scientific American, 24 W. 40th 
St., New York. 


Gibney to Knight & Gilbert 
Albert L. Gibney, formerly in 
charge of advertising and sales 
promotion of National Blank Book 
Co., has been named vice-president 
of Knight & Gilbert, Providence, 


R. 1, advertising and sales pro- 


motion agency. 
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John Davis Quits 
Ad Post at Ford: 


Illness Is Reason 


Detroit, Sept. 19—John R. Davis 
has resigned as vice-president in 
charge of sales and advertising of 
Ford Motor Co. His resignation 
from one of the top sales and ad- 
vertising positions in American in- 
dustry was attributed to poor 
health. 

Henry Ford II, president of the 
company, in announcing the resig- 
nation, said that Mr. Davis will 
continue to serve as a vice-presi- 
dent and member of the board of 
directors and of the executive com- 
mittee. 

In addition, Mr. Davis will han- 
dle special assignments on a part- 
time basis. 

“His contribution to whatever 
success we may have had has been 
outstanding,” Mr. Ford said in 
accepting Mr. Davis’ resignation. 
Mr. Ford said appointment of a 


IMPROVED MIEHLE—In operation at the Chicago graphic arts show was this im- 

proved Miehle sheet-fed rotary letterpress, with unit construction. The unit construc- 

tion of the press permits operators to add additional colors through purchase of 
additional units. The model resembles the company’s offset presses. 


successor to Mr. Davis would be 
made within two weeks. 


ws It was speculated that Walker 
Williams, Ford sales manager, 
would assume most of Mr. Davis’ 
duties. 

Mr. Davis joined the Ford com- 
pany in December, 1919, and in 


five years rose to the post of assist- 
ant general sales manager. In 1937 
he was appointed general sales 
manager by the late Henry Ford. 
During World War II, Mr. Davis 
was in charge of all Ford opera- 
tions on the West Coast and in 
June, 1944, Ford called him back 
to Detroit and made him director 


of sales and advertising. Davis’ | 


election to the board of directors 


took place in October, 1945, and| 


six months later he was made a 
vice-president of the company. 


Schedules Linoleum Drive 


Sloane-Blabon Corp., New York, | ® 


will use full-page, four-color ads 


in the October issues of American | © 


Home, Better Homes & Gar- : 


dens, Ladies’ Home Journal and 


Woman’s Home Companion to push | | 
its Texfloor, “the linoleum with ' 


the textured look.” Full-color ads 


also will be used in Country Gen-| 
tleman and Progressive Farmer to | | 
feature three “wood look” linole-| | 
ums. Geyer, Newell & Ganger, New | | 


York, is the agency. 


Yellow Cab Co. Names JWT 

Yellow Cab Co. of Los Angeles 
has appointed J. Walter Thompson 
Co., Los Angeles, to handle its ad- 
vertising. Prior to developing an 
advertising campaign, a survey 
will be undertaken by the agency 
to determine public attitudes and 
uses of taxis in the Los Angeles 
area. 


Better Homes & Gardens’ 3¥2-million circulation 
makes it one of the three biggest man-woman 
magazines — and the only one that got 
there entirely through 100% service. 


AT does it mean to you — that, with 

3%-million circulation, Better Homes 

& Gardens has become one of America’s 

biggest magazines read with equal interest 
by both men and women? 


Maybe its bigness alone is reason enough 
to put it on your media lists. But if you 
really want to measure BH&G, you only 
begin with its multimillion circulation, 


Remember that BH&G—alone among top- 
power magazines—screens its readers for 
their keen interest in their homes, with 


sateen 


every word devoted to helpful counsel in 
raising a family and running a home. 


And remember that BH&G alone among 
top-power magazines attracts its readers 
solely because of this 100% service con- 
tent. It is not, to its readers, an indulgence 
for their idle hours, but a practical, useful 
household aid valued equally by husbands 
and by wives for the help they get from it. 


So whether it’s your name, your product 
or your service, it belongs in BH&G— 
right up at the top in big circulation and 
selling power, 


SCREENED MARKET of 3'-Million Better Families 


Give a big 


TUG 


on this rope! 


If you have overlooked or 
not known about the Catholic 
Market, now is the time to 
give a big tug on the rope that 
will pull more business for 


you. 


You can reach over 1,300,000 
families, just about 25% of 
the entire Catholic Market in 
the United States, through 


this “unit.” 


You will reach these friendly 
families in the heart of their 
homes, carried there by pages 
that bring information, inspi- 


ration and guidance. 


Let us help you tug on the 
rope successfully. At the low 
cost of $3.60 a line, you can 


count on a profitable result. 


1,312,474 


ABC Publishers’ Statements 
of December 31, 1949 


Our Sunpay Visitor 


~ Recister Unit 


ADVERTISING REPRESENTATIVE 


C. D. Bertolet & Co., Inc. 
30 N. Dearborn St., Chicago 2, Ill. 
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Along the Media Path 


@ Twenty department and furni- 
ture stores have received Better 
Homes & Gardens’ community 
service awards in recognition of 
their participation in the maga- 
zine’s Home Planning Service 
since it was started in September, 
1945. 

At a special luncheon in New 
York, E. T. Meredith, vice-presi- 
dent and general manager of Mer- 
edith Publishing Co., presented 
the fifth anniversary citations “for 
sincere assistance in helping fam- 
ilies plan, build, furnish and equip 
better homes for more gracious 
living.” 


e@ Mrs. Eleanor Roosevelt will be 
the principal speaker at the 50th 
anniversary dinner of the Ameri- 
can Journal of Nursing, official 
publication of the American 
Nurses’ Assn. and the National 
League of Nursing Education, on 
Oct. 10 in New York. 

Otis L. Wiese, editor and pub- 
lisher of McCall’s, is co-chairman 
of the committee of sponsors for 
the golden anniversary celebration 
and will act as toastmaster at the 
dinner. 


e Station KCMO, 50,000-watt 
Kansas City affiliate of American 
Broadcasting Co., has purchased 
the Crown Drug Co. warehouse 
and office building in Kansas City 
and will spend about $200,000 
modernizing the building. The sta- 
tion will consolidate all studios 
and controls in the building, which 
now has the KCMO-FM trans- 
mitter. Work is expected to be 
completed by April 1, 1951. 


@ Woman’s Home Companion con- 
sistently has carried information 
on “the easy way” of accomplish- 
ing household tasks, the publica- 
tion declares in a new booklet on 
“38 Easier Ways,” a reprint of a 
September feature. 


@ The New York Times’ second 
annual winter vacation preview 
section has been scheduled for the 
Sunday, Oct. 29, issue. Last year's 
section carried 28 pages, and 340 
advertisers were represented. The 
special issue is distributed to 1,100 
travel agents in the U. S., in ad- 
dition to the normal circulation. 


IN THE 
SIOUX CITY 


In the rich 56-county, 4-state Sioux- 
land market, no other medium or 
combination of di can put 
your sales message across with any- 
thing like the effectiveness, complete- 
ness and ECONOMY afforded by 
Sioux City’s newspapers. 

The Journal-Tribune has unusual 
facilities for assisting the advertiser. 
Its individualized merchandising of 
nationally advertised products in- 
sures dealer influence and support. 
Inquire about its famous “7-point” 
merchandising aid. 


The Sioux City Sournal 


_f 


OURNAL-TRIBUNE 


REPRESENTED NATIONALLY BY JANN & KELLEY, Inc 


@ General Outdoor Advertising 
Co. has prepared and is distribut- 
ing to field procurement officers 
of the defense establishment an 
illustrated brochure describing the 
company’s ability to manufacture 
and assemble military products. 
The brochure describes 39 dif- 


ferent items produced for the war 
effort in the last fracas and lists 
prefabricated assemblies, camou- 
flage, spray painting, templates 
and router work as typical of the 
major types of products it can 
build. 


@ More than 60,000 persons will 
attend the 1950 home service ex- 
position planned by the Chicago 
Defender, according to the news- 
paper. The exhibition will be held 
from Oct. 3 to 6 at the Park City 
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Bowl and will feature appliances, 
foods and other merchandise. 


e A “Study of Toilet Goods Re- 
tailing, Manufacturing and Dis- 
tribution,” originally published in 
the Friday toilet goods section of 
Women’s Wear Daily, has been re- 
printed in an eight-page brochure 
by the publication. The survey 
suggests the size of the potential 
market, industry improvements, 
importance of the various types of 
retail outlets and industry promo- 


e ‘anil 


tion trends. 
@ Station WTAR-TV, Norfolk, hag 


issued a new four-page folder with _ 


a map of its market area, market 
information and data concerning 


the station. The station also is dis. _ 


tributing a jig-saw puzzle with 
the folder. 


e@ Advertisers of fashion merchan- 
dise and accessories in McCall’s 
will be able to buy quarter-page 
units carrying four colors, begin- 


ex 
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To sell men... 


Sell the best man in every dozen . . 
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ning with the December, 1950, 
issue. Because of mechanical dif- 
ficulties involved in running a 
large number of ads of this type, 
however, the publisher reserves 
the right to limit the number ap- 
pearing in any one issue. 


e A new report issued by Wal- 
laces’ Farmer & Iowa Homestead 
covers subscribers’ use of gasoline, 
motor oils, tires, batteries, and 
anti-freeze. Like the companion 
study recently published by Wis- 


consin Agriculturist & Farmer, 
data in the new report is derived 
from a mail survey among the 
publication’s subscribers. 


e@ Putman Publishing Co., Chicago, 
has issued a 28-page brochure, 
“How New Editorial Excellence 
Builds Superior Readership.” The 
booklet discusses alternative meth- 
ods of publication editing and out- 
lines procedures used by the staffs 
of Food Processing and Chemical 
Processing. 


In addition, the brochure con- 
tains data derived from the publi- 
cations’ “audits of known reader- 
ship,” based on a check of readers 
“who proved their readership by 
responding.” Data includes the 
titles of respondents and the types 
of plants in which they are em- 
ployed. 


@ R&L Tools Co., Philadelphia, has 
published its 1950 catalog in a 28- 
page section of the October Ma- 
chine & Tool Blue Book. The ad- 


vertisement is one of the largest 
to appear in a metalworking pub- 
lication, and describes the entire 
R&L line of tools. 


e Bill and Max Savitt of Hart- 
ford, president and vice-president 
respectively, of Station WCCC, and 
owners of Savitt’s Jewelry Store, 
recently presented all officers and 
men of the recently activated 
Connecticut National Guard, 43rd 
Infantry Division, with fountain 
pens, “as a token of our apprecia- 


Reach this big, undiluted man market . . . 


sell THE BEST MAN IN EVERY DOZEN 


In Popular Mechanics you reach one 
man out of twelve in America... a 
big, sales-getting, adult MAN 
MARKET. And you reach this mar- 
ket without scattering your dollars. 
You point your dollars at the most 
responsive man market in America! 


The reason? Because Popular 
Mechanics not only gives you men 
undiluted . . . it also selects a special 
kind of men. It selects the one man in 
every twelve who is your best prospect 
for any product bought by men. 


This ‘‘best man in every dozen’’ is 
more receptive and more responsive 
to advertising. He reads ads deliber- 
ately, he consciously responds, he 


influences the buying habits of his 
neighbors . . . “‘the other eleven men.” 


Why is he different? He has the 
PM. Mind... an alert, curious, 
active, restless mind. He’s interested 
in what you have to say about your 
product. He’ll give you a ready hear- 
ing and he’ll give you buying action 
... whether you want a mail order, an 
inquiry, or want him to go to his dealer 
and ask for your product by name. 


Popular Mechanics’ extra selling 
power. has been proved countless 
times. Get all the facts and you will 
put Popular Mechanics first on any 
schedule you build to sell men. Point 
your dollars at this Big Man Market! 


iene Pi 
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tion.” More than 1,000 pens were 
distributed. 


e@ The Hartford Times and the 
Julius Hart Musical Foundation, 
Hartford, will co-sponsor a violin 
festival Oct. 4 and 5, celebrating 
the 400th anniversary of the mod- 
ern violin, 


e@ The September issue of Radio 
& Television Retailing carries the 
largest volume of radio and TV 
ads in the 28-year history of the 
publication. 


e The first child born on Rosh 
Hashona in Miami Beach received 
a flock of gifts donated by Miami 
Beach merchants who advertised 
in a special Rosh Hashona sec- 
tion of the Florida Sun. Announce- 
ment of the prizes was carried in 
the Sept. 10 issue of the paper and 
the winner’s name was carried the 
following week. 


LUCKY 


if your product 
lends itself to 
DIRECT SELLING 


If you manufacture locomotives, 
dredging machinery, battleships, or 
airplanes, this ad is not for you. But 
if you make a product or service 
that’s used in homes, offices, busi- 
nesses, and factories .. . we have a 
proved, tested way to build fast vol- 
ume and reap quick profits. DIRECT 
SELLING — sometimes inaccurately 
called door-to-door selling—is the 
way! 


EYE-OPENING HISTORY 


Thousands of ambitious men and 
women are ready to take on your 
product or service on a straight com- 
mission basis. Yes . . . and thousands 
more will actually pay you for the 
privilege of handling your line by 
purchasing stock for re-sale! They’ll 
advertise it, dernonstrate it, and sell 
it direct to your customers. Without 
consumer advertising, without price- 
cuts, credit losses or inside discounts, 
they’ll turn in a cash volume that can 
keep your plant working to capacity. 
You can reach these salespeople in 
90 days, thousands of them, and put 
them to work for you getting RIGHT 
NOW results. 

Direct Selling moved Seven BILLION 
dollars worth of goods and services 
in 1949. Dozens of companies do an- 
nual volumes of $1,000,000.00 to $10,- 
000,000.00. One does $25,000,000.00; 
another $35,000,000.00. Yet another 
$18,000,000.00. Many of these com- 
panies have been in business 25 years 
and longer, turning in substantial 
profits year after year. 


FREE BOOK 


€ 
gives all facts 

Send your letterhead to OPPOR- 
TUNITY MAGAZINE — the leading 
publication in Direct Selling—for the 
fascinating facts. How to reach this 
field, how to present your product or 
service for AT-ONCE results—how 
to operate a direct selling department 
—all questions answered. No obliga- 
tion. Write now. 


OPPORTUNITY 
MAGAZINE 


Dept. A-33, 28 E. Jackson Bivd. 
Chicago 4, Illinois 
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of America 


Most things you hear go in one ear 
and out the other. Most things you see 
are gone in a wink. 


Some things—a very few—reach the 
heart. 

America itself is like that. It is bom- 
barded with words and pictures. Most 
of them bounce off. Some penetrate 
the skin. A few reach the heart. 

The Saturday Evening Post reaches 
the heart of America—emotionally, ge- 
ographically and economically. 

It is a member of the family in more 
than four million homes—trusted, re- 
spected, welcomed. 

Its readers comprise the most impor- 
tant group of customers for almost any 
business in the country. 


It has singlehandedly brought 


greater success to more advertisers 
than any other medium in history. 

It has carried more advertising than 
any other magazine for 33 of the last 
35 years—including 1946, 1947, 1948, 
1949 and the first eight months of 1950. 


It gets to the heart of America. 


‘The most comprehensive survey of weekly 

magazine reading ever made reveals that: 
1, Readers spend more time with the Post 
2. Readers return more often to the Post 
3. Readers believe the Post is more reliable 


4. Readers have more confidence in prod- 
ucts advertised in the Post 


5. Readers pay more attention to adver- 
tising in the Post 
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Advertising in a War Economy... 


In Last War, Advertising Council 
Pointed the Way for Service Ads 


New York, Sept. 21—During the 
last war, one of the continuing 
problems of thinking advertising 
men was to channel copy toward 
useful ends. 

One of the primary exponents 
of worth while advertising was the 
Advertising Council, which vir- 
tually coined the phrase “public 
service advertising,” and which 
became advertising’s prize ex- 
ample of what the instrument 
could do. 

The Advertising Council, it will 
be recalled, was originally planned 
to be a defense mechanism; it was 
to be advertising’s joint voice 
against its critics. But war came 
before the plan was ever activated 
and, instead, the War Advertising 
Council was formed—to assist the 
government in the prosecution of 
the war. 


ws By mid-1943, the council had 
$100,000,000 in radio time and 
talent contributed by advertisers 
and stations and networks; a sim- 


ilar amount of paid advertising in 
newspapers and magazines was 
devoted to war messages; the drug 
industry contributed $2,000,000 to 
war bond advertising (and it had 
drugs to sell); 444 magazines were 
carrying a monthly war ad; 450 
agencies had contributed $4,000,- 
000 in time and skill; outdoor had 
45% of its posters devoted to war- 
time advertising. 

The council still had the prob- 
lem of what to do about advertis- 
ers who weren’t using war service 
themes. One of its most famous ef- 
forts was the contrast of Widgits 
ads (see cut). 


ws Another was “Four Ways to 
Show Your Colors,” a booklet in 
which the council outlined four 
ways advertisers might treat their 
copy to help win the war—and 
aid their product: 

(1) ALL out: Subordinate, or 
leave out entirely, the company’s 
normal product, in favor of a war 
theme (the companies illustrated 


DIRECT CONTACT 
WITH THE 


U 


ARKET 


YOUR ADVERTISEMENT goes straight to the doc- 


tor's desk when you route 


and its reception is both cordial and consistent. For 
sales messages accompanied by local medical news 
and advertising acceptable to the A. M. A. Councils 
gain easy access to the doctor's attention. 


Maybe you sell drugs or equipment for his pro- 
fessional use . . . Maybe you sell tires, T. V. sets or 


other commodities for his 


your product, the doctor is a Class A consumer with 


the price in his pocket. 


Reach him the direct way, sia State Journal ad- 
vertising. Buy it the economicai way, on one of our 
29 Convenient Space Budgets. They're ready for 
mailing now. Just write ‘‘Budgets,"’ and address 


STATE JOURNAL AD 


OF THE AMERICAN MEDICAL ASSOCIATION 
535 N. Dearborn St., Chicago 10, Illinois 


34 STATE JOURNALS COVERING 42 STATES 


it the State Journal way, 


personal use — whatever 


VERTISING BUREAU 


Pas 


WHICH ONE, CHUM?—With this spread, the Advertising Council 
tried to show business the difference in approach between “‘in- 


Advertising Age, September 25, 1050 


Which kind of ad will do you more good ? 


stitutional” and “war service’ advertising. The fictional Widgits 
ad had all the standard elements. 


rer 


7 


j 


were Wamsutta, Hiram Walker 
and Eastman Kodak). 

(2) DOUBLE-BARRELLED: in which 
the copy is split between the com- 
pany product promotion and a war 
message. Samples show how Can- 
ada Dry illustrated its ads with 
victory gardeners, and plugged 
victory gardens, and du Pont tied 
in its cellophane—used for frozen 
foods—with the war food conser- 
vation drive. 

(3) SNEAK PUNCH: weaving in a 
war message, by use in an illustra- 
tion or theme, but the main bur- 
den devoted to selling products. 
For instance, Nabisco used a little 
girl tying up waste paper to il- 
lustrate an ad for graham crack- 
ers. 

(4) PLuG witH aA S.Luc: small 
plug lines used to give the war 
themes a lift, despite the com- 
mercial character of the copy. 
These began with an 8pt. slug, 
“Buy War Bonds,” but midway 
in the war copy writers were us- 
ing real ingenuity in squeezing in 
a brief war message somewhere 
in the layout. 


= In another direction, the coun- 
cil moved to get industry-wide 
promotion behind campaigns. 

This usually involved four steps: 
(1) the council, cooperating with 
the government, arranged to give 
industry the facts on the themes 
the government wanted public- 
ized; (2) the industry decided 
whether to volunteer, and which 
theme it would work on; (3) then 
the industry, or group of indus- 
tries, provided adequate advertis- 
ing facilities; and (4) the council 
worked with the committees to 
plan, clear and get government ap- 
proval, 

But advertising, not unnatural- 
ly, was inclined to ease away. The 
council issued periodic brochures, 
aimed at reminding the ad busi- 
ness that it still had a job. One was 
called “Are we getting a little 
tired of the war?”, a bitter book- 
let which showed the sacrifices 
made by combat troops, and asked 
for greater participation by ad- 
vertisers. 


a “Light Reading for Your Lunch 
Hour,” and “They’ve Taken Away 
the Sandbags” were similar ef- 
forts. The latter publication, 
turned out after the tide had be- 
gun to flow in the direction of a 
U. S. victory, had this to say: 
“Institutional sob-sistering, in- 
dustrial bragging and fatuous fol- 
de-rol about a postwar world are 
things we can do without... If ad- 
vertising can get back some of that 
white heat it had right after Pearl 
Harbor it can help America shorten 


the war and further justify its 
usefulness and integrity as a pro- 


fession—war or peace... Sure, we 
have a perfect right to talk about 
war products, our essential civil- 
ian products and our war contribu- 


. 
z 


Are we getting a little tired of the war? 


ps ee : ssntangevciliemasiy 
‘There will be no post-war until the last gun is fired! 


DON’T SLOW DOWN—This is a page 

from the brochure “Are we getting a 

little tired of the war?” published by the 

Advertising Council to encourage ad- 

vertisers to continue to contribute space 
and time to war advertising. 


tions, but we don’t have to do it 
in such a way that it almost makes 
a boy in Bougainville want to 
throw up.” 


Pushes Window Shade Contest 
Columbia Mills Inc., Syracuse, 
N. Y., maker of window shades, 
venetian. blinds and frameless 
screens, is using full-page ads in 
Life, Look and The American 
Weekly to announce its High Spot 
window shade contest, with $10,- 
500 in prizes. Contestants must buy 
a window shade or blinds and 
complete a statement telling how 
the product added beauty to the 
consumer’s home. Alley & Rich- 
ards, New. York, is handling. 


Prints Fund Raising Book 


“How to Raise Funds by Mail,” 
by Margaret M. Fellows and Stella 
A. Koenig, has just been published 
by McGraw-Hill Book Co., New 
York. Intended as a guide for 
churches, hospitals, schools and 
welfare agencies, the book shows 
“how tested advertising formulae 
and techniques can be used effec- 
tively in preparing letters that 
appeal for funds.” The price is $4. 


Altred Gary Joins Childers 


Alfred C. Gary, formerly in the 
advertising department of the 
Houston Chronicle, has been 
named advertising manager of the 
Childers Mfg. Co., Houston, man- 
ufacturer of aluminum awnings, 
industrial pipe jacketing, siding, 
garage doors and other products. 


WIL Appoints Pagliara 

N. Pagliara, formerly general 
manager of WEW, St. Louis, has 
been appointed national sales 
manager of Station WIL, St. Louis. 


1,000 Management 
Men to Attend AMA 


Personnel Meeting 


New York, Sept. 18—More than 
1,000 business representatives from 
all parts of the country are ex- J 
pected to attend the three-day per- 
sonnel conference Oct. 2, 3 and 4 
at the Hotel Statler here under the 
auspices of the American Manage- 
ment Assn. 

Among the discussion leaders 
will be Leon H. Keyserling, chair- 
man of the President’s Council of 
Economic Advisers; C. Scott Flet- 
cher, president of Encyclopaedia 
Britannica Films Inc.; and C. D. 
Jackson, publisher of Fortune. 

Garrett L. Bergen, divisional 
vice-president and personnel man¢ 
ager, Marshall Field & Co., Chi- 
cago, and AMA vice-president in 
charge of the personnel division, 
said that Col. Daniel O. Omer, gen- 
eral counsel of the Selective Ser- 
vice System; Fred A. Krafft, con- 
sultant to the chairman, National 
Security Resources Board; and 
Arthur W. Motley, assistant direc- 
tor for employment services, U. S, 
Department of Labor, will repre- 
sent government in the discus- 
sions of manpower and mobiliza- 
tion. 


= At a session on labor relations, | 
George W. Brooks, director, In- |4% 
ternational Brotherhood of Pulp, | 
Sulphite & Paper Mill Workers, | 
will give the labor viewpoint. 
Louis G. Seaton, labor relations 
director of General Motors Corp., 
will discuss the thinking behind 
the General Motors contract with 
the United Auto Workers. Jam a 
J. Healy, professor of industri : 
relations, Harvard Graduate Scho 
of Business Administration, wi 
outline coming issues in labor: * 
management relations. Harry F 4 
Dunning, general manager of pape: | 
mills, Scott Paper Co., will demon- 4 
strate and explain his company’s 4 
program. 4 
Chairmen of the sessions include“ 
Clarence B. Caldwell, director of 
personnel, Sears, Roebuck & Co.; | 
Gerry E. Morse, director, employe im 
relations, Sylvania Electric Prod- im 
ucts Inc.; and John H. Holzbog, di- im 
rector of industrial relations, Otis i 
Elevator Co., and president of New 
York Personnel Management Assn. 


Reed Opens Own Office 


William M. Reed, formerly vice- 
president and general sales man- 
ager of Artkraft Mfg. Corp., has 
formed the W. M. Reed Co., man- 
ufacturers’ representative, with of- 
fices at 414 National Bank Bldg., 
Lima, O. Mr. Reed and associates 
will operate in Ohio, Indiana and 
Michigan. 
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Au agencies—and most advertisers—have long believed in continuity 


in whatever medium they used. 


Yet, there have been very few media facts about this highly important 


subject. 


Now, with a Study of the Accumulative Audience of LIFE,* by 
Alfred Politz Research, Inc., the facts which support this belief in 


advertising continuity are available to agencies and advertisers. 


The chart on the opposite page shows how a single medium, LIFE, 1 


builds its audience. . . 


@ With a single issue, LIFE reaches 23,950,000 people, or more 


than one-fifth of the nation. 


@ With thirteen issues, LIFE reaches 62,600,000 people, or 


more than half of the nation. 


With the facts on the opposite page, agencies now have specific 
evidence of the dynamics of a magazine audience: evidence of the 


increasing coverage-potentia] created by a series of advertisements 


in a single medium: evidence of how 
(0 NTI N UITY builds an audience. 


*Available now from LIFE Market Research, 9 Rockefeller Plaza, New York 20, New York, 
or from your LIFE representative. 
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CUMULATIVE AUDIENCES OF LIFE IN TOTAL 
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*From A Study of the Accumulative Audience of 
LIFE by Alfred Politz Research, Inc. Copies of this 
Study are available now from LIFE Market Research. 
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August Sales of Chain Stores 


August ——_——._ ") Gain. ——-——__8 ——. Gain 
1950 1949 or Loss 1950 
Food Chains 
*Grand Union .-§ 12,087,970 $ 10, eo) +15.5 $ 76,099,613 §$ Par 4 
Kroger Co. ...... 67,122,474 57,681,585 +16.0 513,940,687 199,168, 39 
National Tea ...... 24,620,623 19, oa3. 769 +23.5 185,837,411 165.4182 
ee eee 87,591,015 80,673,929 + 8.8 663,036,951 682,499,522 
Group Total ....$ 191,422,082 $ 168,769,143 +13.4 $1,438,914,622 $1,413,003,767 + 1s) 
Mail Order 
?Sears, Roebuck ..$ 226,909,686 $ 184,715,610 +22.8 $1,435,122,892 $1,226,545,275 +17.0 
ON Re 12,606,1 11,516,014 + 9.4 85,944,402 73,732,110 +16.5 
tMontgomery Ward 112,568,206 95,517,108 +17.9 655,812,891 622,140,301 + 5.4 
Group Total ....$ 352,084,001 $ 291,750,732 +20.7 $2,176,880,185 $1,922,417,686 +13.2 | 
Drug Chains 
Oe eee $ 3,798,538 3,722,571 + 2.0 29,710,044 30,254,458 — 1.8 
ee ee 13,933,890 13,507,016 + 3. 105,586,279 105,127,248 + 0.4 
Group Total ....$ 17,732,428 $ 17,229,587 + 2.9 $ 135,296,323 $ 135,381,706 — 0.1 
Variety and Miscellaneous 
tAngerman Co., 
ae 797,596 §$ 737,126 + 82 $ 4,667,182 $ 5,030,523 — 7.2 
Beck, A. S. Shoe 2,523,456 2,196,886 +14.9 25,266,484 24,801,442 + 19 
Bond Stores ...... 3,933,809 3,466,856 +13.5 42,809,133 49,005,140 —12... 
Butler Bros. ..... 13,364,676 12,554,970 6.5 74,875,124 79,463, 145 — 5.8 
— Retail 
JabAnde 2,307,434 2,175,288 + 6.1 17,664,326 19,714,184 —10.4 
t*Diana Stores 
Ph tae sae 1,465,061 1,240,488 +18.1 
Edison Bros. ..... 5,512, 5,085, + 8.4 46,334,713 47,772,020 — 3.0 
Fishman, M. H 877,537 835,247 + 5.0 5,803,700 5,668,979 + 2.4 
wrem, GH TF. «+. 852,754 17,189,647 +13.4 137, 103,325 132,532,002 + 3.4 
ae 
Pikks do ka 5,641,362 4,591,670 +22.8 49,845,966 46,375,919 + 7.5 
ttnerstat Dept. 
ere 5,455,240 4,950,001 +10.2 34,531,795 33,556,672 + 2.9 
Kinney, G. R. Co. 2,801, 2,395,000 +17.0 20,578,000 19, + 3.3 
Kresge, S. S. .... 23,148,218 21,461,458 + 7.8 167,978,540 167,411,490 + 0.3 
Brom, © Ginsecs 12,901,921 12,407,702 + 4.0 92,530,383 95,988,050 — 3.6 
Lane Bryant, Inc. 3,629, 3,123,807 +16.2 30,621,802 32,501,209 — 5.8 
oe ee ae 8,917,325 7,996,626 +11.5 66,972,304 68,262,486 — 1.9 
SR is 5cen eae 540, 7,028,197 + 7.3 57,320,263 56,217,119 + 2.0 
tMcLellan Stores . 4,532,467 4,248,803 + 6.7 28,232,883 27,856, +14 
Melville Shoe Corp. . 4,704,891 4,520,400 + 4.1 43,370,806 44,023,215 — 15 
— Stores, 
ean maeod 10,150,500 8,150,000 +24.5 64,550,100 59,710,900 + 8.1 
ouilter- Woh! Co. . 2,102,125 1,921,402 + 9.4 
Murphy, G. C. .... 11,448,354 10,383,210 +10.3 85,892,334 $3,238,918 + 3.2 
Neisner Bros. ... 4,483,376 4,177,628 + 7.3 33,092,756 32,958,555 + 0.4 
Newberry, J. J. .. 12,402,119 11,066,574 +12.1 172,787 77,326,122 + 5.0 
Rose’s 5-10-25 ... 1,481,154 1,348,255 + 9.8 10,016,113 9,276,738 + 8.0 
#Sterchi Bros. 
ee 1,434,210 1,126,357 +27.3 7,821,062 6,328,581 +23.6 
Western Auto . 16,551,000 12,402,000 + 33.5 100,098,000 76,380,000 + 31.0 
Woolworth, F. Ww. 47,912,620 44,473,572 + 7.7 364,241,345 354,469,064 + 2.7 
Group Total . .-$ 234,306,821 $ 210,092,663 +11.5 $1,693,391, oof $1,655,789,141 + 2.3 
Combined Total -$ 795,545,332 $ 687,842,125 +15.7 444, 396 $5,126,592,300 + 6.2 


*Not included in totals. “Four weeks and 26 weeks. tSeven month period. tFiscal year ended July 


31. #Six month period. 


Insurance Company 
Launches First Ad 


Drive in Southeast 


NASHVILLE, Sept. 20—Life & 
Casualty Co. of Tennessee has 
launched a newspaper and radio 
campaign in the _ southeastern 
states. 

The drive, first in the company’s 
50-year history, has started in 
Nashville, Miami, Paducah, Ky., 
and Albany, Ga. Other cities will 
be added to the basic newspaper 
schedule as the campaign pro- 
gresses. 

Both the newspaper ads and ra- 
dio shows in Nashville, Atlanta 
and New Orleans will feature four 
types of insurance protection— 
ordinary life, retirement income, 
education and mortgage redemp- 
tion. 

L. W. Roush Co. handles the ac- 
count. 


3 Join Washington Agency 


K. Alfred Ehrhardt, Ryland W. 
Meade and Richard C. McNeil have 
joined the layout department of 
Kal, Ehrlich & Merrick, Washing- 
ton. Mr. Ehrhardt formerly oper- 
ated his own agency in Richmond, 
Va.; Mr. Meade was with Wright 
& Williams Studios, Lynchburg, 


Oberwinder Heads Committee 
J. F. Oberwinder, president of 
D’Arcy Advertising Co., St. Louis, 
has been named chairman of the 
committee of judges who will ap- 
praise entries in the 1950 Nation- 
al High School Essay Contest on 
Advertising, the fifth in an annual 
series sponsored by Advertising 
Federation of America. Other com- 
mittee members are: Ken R. Dyke, 
vice-president, Young & Rubicam; 
Dr. Charles M. Edwards Jr., dean 
of the school of retailing, New 
York University; Frank Stanton, 
president, Columbia Broadcasting 
System, and Mrs. Helen Valentine, 
editor-in-chief of Charm. 


Factor Agency Gets Kwikly 
and Budget Rack Accounts 

Kwikly Inc., packer of frozen 
food specialties, has appointed Ted 
H. Factor Agency, Los Angeles, to 
handle its advertising. Present 
plans. include television, transit 
advertising and newspapers. 

Budget Pack Inc. has returned 
its account to Factor after eight 
months’ absence. Sponsor of “Time 
for Beany” and “Tele-Teen Re- 
porter,” television shows, Budget 
Pack is planning additional TV 
activity. 


Raymond Joins Mactadden 
Allen A. Raymond Jr., formerly 
with Architectural Record, has 
joined Macfadden Publications, 
New York, as a member of the 


Va., and Mr. McNeil was formerly | promotion department for the True 


with the Washington Post. 


Story Women’s Group. 
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Buyer Registration Up 
25% at Rerdwere Show 


Badges for the show — whieh 


Tabloid newspaper format 
for fast, easy reading with every 
ad next to editorial at no extra cost. 


Controlled monthly circulation over 40,000 to 
more than 31,000 rated retail hardware stores 
and to every buyer in every full line 
wholesale hardware house. 


Big inquiry response that proves readership! 
Get the most for your money! Buy H&H now! 


Hardware & Housewares 


The Irving-Cloud Publishing Company 
8th Floor Daily News Bldg., Chicago 6 
PUBLISHERS OF JOBBER TOPICS AND SUPER SERVICE STATION 


NEW YORK: CLEVELAND: SAN FRANCISCO: LOS ANGELES: 
122 East 42nd St. 856 Leader Bldg. 582 Market St. 1127 Wilshire Blvd. 
Murray Hill 9-1237 PRospect 1-7946 GArfield 1-2481 MAdison 6-1271 
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Ie Population 


People 
1950 vs. 1960: *10% (15,000,000) 


1940 1960 


V32 mmm Ulam WW lom 
PT Education 


% High School Or Better 


1940 1950 1960 


24, BBN 5S 


ki ia Employment 
Workers 
1950 vs. 1960: +14% (8,500,000) 


1950 1960 


D9ume — Ob Sait 


Automobiles & Accessories 
1950 vs. 1960: +22% ($2,100,000,000) 


1940 1950 1960 


ae: Ss. Ms. 
im Recreation 
Recreation 


1950 vs. 1960: +32.8% ($2,000,000,000) 


1950 


1940 1960 
327%u Shlias Slum 


VIEW OF THE FUTURE—These 20 charts were developed by Dell Publishing Co. from a variety of off 
trade and private sources. Based on the figures for 1940 and 1950, and the indicated trend, Dell has 
jected basic segments of the U. S. economy to 1960. The publisher has not attempted to project the cost-of- 
living figure, so that dollar figures for 1960 are based primarily on present-day prices. Most of the work 


Families - 
1950 ws, 1960: +12% (5,000,000) a Children 
Children (1+ « onder 

1950 vs. 1960: +5% ( 2,553,000) 
1940 1950 1960 


ite y © 48 tte 
School Age Children 
1950 vs, 1960: +33% (10,000,000) 


1940 
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National Income 
1950 vs. 1960: +24% ($53,000,000,000) 


1940 1950 Is 
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Goods & Services 
1950 vs. 1960: +16% ($28,000,000,000) 


1940 1950 1960 


$75.7 sto SQV T ster S$ 2TO ste 
Cost of Living (Index) 
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BOTS sate SLT tte $207 se 


Standard Work Week 


Productivity per Man Hour 1950 vs. 1960: 7.5% (3 hours) 


(in goods) 
1950 vs. 1960: +28% (41c) 


1940 1950 1960 
| a’ 


Minimum Wage per Hour 
1950 vs. 1960: 33% (25¢) 


1940 1950 1960 
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Spent for Food 
1950 vs. 1960: +13% ($6,900,000,000) 


Homes & Home Equipment 
1950 vs. 1960: +73.6% ($5,300,000,000) 


1940 1950 1960 
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Home Appliances 
1950 vs. 1960: +26% ($800,000,000) 
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1940 1950 
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1940 1950 1960 


$16.4 sie S53 soe $59. I sie 


Drugs, Medicines, etc. 
1950 vs. 1960: +17% ($300,000,000) 


Drugs © 
Cosmvtucs 
Cosmetics 
1950 vs. 1960: +14% ($107,800,000) 


1950 1960 


1940 
S800 ete $18 ritoe $2 sm 


1940 1950 1960 


$ASO wit $770 atom $877.8 nis 


the next decade. 


icial, was done before the outbreak of war in Korea, and therefore makes no provision for special wartime dis- 
pro- ruptions. Nevertheless, the projections are an interesting expression of marketing opportunities during 
They show how “normal” growth of the American consumer market can result in op- 
portunities far greater than any yet achieved. 
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What U. S. Market May Look Like to Advertisers Ten Years From Now 


oe Housing © 


Home [:quipment 
No. of Dwelling Units 


1950 vs, 1960: +24% (10,000,000) 


Average Family Income 
1950 vs, 1960: +10) % ($383) 


1940 1950 1960 


$1,927 $3,646 $4,029 


Median Family Income 
1950 vs. 1960: +10'),% ($298) 


1940 1950 1960 
$1,231 $2840 $3,138 
Gams. Ay tomobiles 


Automobiles 
1950 vs. 1960: +30% ( 13,000,000) 


Clothing 


Clothing 
1950 vs. 1960: +14% ($3,200,000,000) 


1940 1960 
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Self Service Store food sales 


1940 1950 
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Other Store food sales 
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More Brodhead 
Odd Heads 


After reading the verses of Edward 
J. Brodhead in the July 24 issue 
of Advertising Age. 


I bow to Ed Brodhead’s 

Collection of odd heads: 
Amazing! Sensational!! New!!! 

But they’re a mere sample; 

I quote, for example: 

‘Colossal! Stupendous!! 
Whew!!! 

Of course there are others, 

Their cousins and brothers, 
Describing brassieres and sham- 
poo, 

Of which I’m disdainful 

Because they’re ungainful, 
Like Fabulous! Chic!! and Who’s 
Who!!! 

Such phrases-bromidic 

Are all homicidic 
To agency, client, and you; 

So, writers of headlines, 

When meeting your deadlines, 
Try something that’s newer than 
New!!! 


and 


HIG, Editor of 
Phoenix Flame. 


‘Tis with fear and trepidation 

That I write this piece of verse; 

Rejection is unthinkable 

For nothing could be worse— 

Except to send it to AA, 

For though I may feel pleased, 

Without the usual dime a word 

I'm really greatly cheesed! 

Edward B. Higgins, 

Director, Public Relations, Spitz- 
er & Mills Ltd., Toronto. 


Consumers Urged to 
Put in Winter Fuel 


WASHINGTON, Sept. 20—Interior 
Secretary Oscar Chapman said 
today that this is a good time for 
consumers to put in their winter 
fuel supplies. 

Mr. Chapman, who is charted 
with the allocation of fuels and 
power under the Production Act 
of 1950, said that consumer buying 
at this time would eliminate short- 
ages in the event of a transporta- 
tion crisis this winter. 

“It is impossible to foretell how 
many coal cars may be diverted to 
hauling other strategic materials,” 
he warned. 


Elects Rivinus President 

F. M. Rivinus Jr., executive 
vice-president of Smith, Kline & 
French International Co. and 
Smith, Kline & French Inter- 
American Corp., has been elected 
president of both companies. The 
two are wholly owned subsidiaries 
of Smith, Kline & French Labora- 
tories, Philadelphia. 


Mendelsohn Joins Gould 
Monroe Mendelsohn, formerly 
instructor in marketing, Drake 
University, has joined Gould, 
Brown & Sumney, Chicago, mar- 
keting consultant, as statistician 
in charge of statistics of sampling. 


Petry Finds Out 
What Data Time 


Buyers Want 


New York, Sept. 18—Mindful 
of poor time buyers, who are in- 
undated with figures on station 
coverage, Edward Petry & Co., 
station representative, decided to 
ask them what kind of Broadcast 
Measurement Bureau data they 
want, and in what form. 

After talking with radio execu- 
tives in major agencies, Petry 
summarized their suggestions un- 
der 13 points. Requirements listed, 
of course, are those most fre- 
quently mentioned. Time buyers 
asked that station reports covering 
BMB data on circulation include 
the following: 

1. Legible county maps. 

2. List of county coverage per- 
centages for day and night. 

3. Standardization of all three 
levels of coverage as follows: 15 
to 25%; 25 to 50%, and 50 to 100%. 
(These percentages are the num- 
ber of families which can and do 
listen.) 


a 4. Comparability with 1946 data. 

5. Prominent display of the sta- 
tion’s call letters. 

6. Indication of adjoining coun- 
ties for the benefit of advertisers 
using a group of stations. 

7. Composite picture of listening 
and coverage. (In other words, 
they want frequency of listening 
as well as a station’s physical cov- 
erage.) 

8. Shaded maps to indicate de- 
gree of penetration in various 
counties. 

9. Show day and night maps to- 
gether and make them on the same 
scale. 

10. Print BMB maps and data 
on standard file size. 

11. Make it simple to interpret. 

12. Do not clutter it up with 
promotional ballyhoo or ratings, 
which belong some place else, not 
in a BMB data presentation. 

13. Make the format of the maps 
and charts uniform to speed the 
work of the time buyer. 

Having determined what the 
agency buyers need, Seth Dennis, 
manager of radio promotion for 
Petry, began putting the knowl- 
edge to good use. Petry represents 
36 AM stations, 18 of which are 
BMB subscribers. Chart books and 
maps tailored to the specifications 
set down by time buyers have been 
printed for 14 of these stations. 


Ami Appoints Warner Agency 
Harold Warner Co., Buffalo, has 
been retained to handle the ad- 
vertising of Ami Co., Buffalo, 
manufacturer of a cork extractor 
and bottle opener. Magazines and 
trade publications will be used. 


VATED Spa 


(DULUTH-SUPERIOR) 


NOW! 
710 KC. - 5000 WATTS 
INCREASED COVERAGE 
NO INCREASE IN RATES 


NATIONAL REPRESENTATIVES: 
Free & Peters, Inc. 
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N o one-week-wonders, these, but Displays which not only get 
up but stay up. Self-framed, these handsome, easy-to-spot prints 
are welcomed by tavern owner or beverage storekeeper .. and 
once in place on wall or in window, they'll stay to keep on selling 
Meister Brau quality for a long time to come. 


Displays can sell their best only when “best” is the word for 
their production, too..as it is when the skill of INLAND’S 
master lithographers combines with the “last-word” efficiency of 
INLAND’S superior facilities. 


We can give that “Special” look to your booklets, folders and all 
kinds of sales literature, too .. Our equipment includes a big new 
4-color press that assures sparkling quality—and fast deliveries— 
on pieces 21"x 28" to 52" x 76". 


If you want your promotion pieces produced at their best, from 
exceptionally colorful and attractive art, call in INLAND... you'll 
like the way we work! 


* Samples? Gladly—Write us today! 


Chicago 6, Illinois 


* represented in principal cities * 
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HAivin. difficulty buying adjacencies to television’s highest 
rated shows? Then it’s time to investigate the lowest cost-per- 
thousand service in television, the station-identification-sharing 
commercial. Your message will profit by all of television’s 
exclusive advantages, sight, sound and motion, plus an enviable 


position surrounded by NBC network evening programs. 


The cost for delivering some of the largest audiences 
in television is only one-half; that’s right, only 


one-half the station break rate. 


Station -identification-sharing announcements are 
available in choice evening time on each of the eight major 


television stations represented by NBC Spot Sales. 


If you are looking for television’s largest audiences at 
the lowest costs on the rate card, advertise your product 
through station-identification-sharing announcements 


on the stations listed below: 


WNBT ... New York 

WNBGQ.. . Chicago 

WPTZ ... Philadelphia 

KNBH .. . Hollywood 

WBZ-TV . . Boston 

WNBK .. . Cleveland 

WNBW ... Washington 

WRGB .. . Schenectady-Albany-Troy 


MpBG SPOT SALES 


NEW YORK + CHICAGO: CLEVELAND: HOLLYWOOD: SAN FRANCISCO 
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AS-SOUTH BEND GOES, 


GOES THE NATION 


Population in South Bend’s metropolitan area (St. Joseph county) 
increased 26% since 1940. South Bend itself gained 14%. This is typi- 
cal of the country as a whole, according to a statement issued by the 
Bureau of the Census, which says: “Most big cities grew a little within 
their incorporated borders, but the greatest degree of growth was in 
the suburban areas.” Clearly, “Test Town, U.S.A.” is typical of the 
ration. Clearly, it’s the market for tests you can trust. 


Soulh Bend 
— § Cribune | 


All 
Business 
Is 

Local 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 
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PIA Evaluates 


New Equipment 
in Graphic Arts 


(Continued from Page 1) 
various typewriter composing ma- 
chines. He cited improvements 
which have been made on all 
models at the show, but said that 
they all have limitations. Further, 
said Mr. Dantuma, it is difficult 
to get good composition from any 
typewriter compositor using “just 
a good typist.” 


@ Mark J. Griggs of Commercial 
Publishers Inc., Parsons, Kan., de- 
clared that the future of teletype- 
setters depends upon the man- 
power situation and union restric- 
tions. He indicated that the unions 
have assumed jurisdiction over 
teletypesetters, but that the ma- 


air 


Production managers 


and 


and printed material. 


by typographic matter. However, our typographic 
craftsmen also know how to effectively 

use “white space equipment’’—leads, slugs and 
spacing material—to give your client's printed 


message that appearance which demands readership. 


art directors ...know that typography by Monsen results 
in hard hitting, attractive, readable copy... 
the result of 63 years of craftsmanship 


experience in both black and white space. 


East of the Rockies it's Monsen-Chicago at 22 East Illinois Street 
On the Pacific Coast it's Monsen-Los Angeles at 928 South Figueroa Street 


Monsen 


that defies chemistry... 


There is one “‘air’’ that defies chemistry and 


that is the typographic white space in advertising 


Of course, Monsen is primarily concerned with the 


black space—or that space which is taken up 


Chicago 
Los Angeles 


chines are timesavers. 

In the clinic session on plate- 
making, members displayed inter- 
est in Eastman Kodak Co.’s new 
experimental device in which 
plates are made directly in the 
camera and screened in the cam- 


‘}era, The machine now is being 


tested, but it has not been placed 
on the market yet. 

As for pressroom equipment, 
speakers were somewhat disap- 
pointed with the products dis- 
played by equipment manufactur- 
ers. H, N. Cornay of H. N. Cornay, 
New Orleans, said that job and 
cylinder presses still are the 
“workhorses.”’ 


w Other delegates agreed that the 
small, two-color, sheet-fed, rotary, 
high-speed letterpresses were the 
outstanding development in the let- 
terpress field and that fewer im- 
provements had been made in off- 
set presses than in most other cate- 
gories of graphic arts equipment. 

Frank F. Pfeiffer, Reynolds & 
Reynolds Co., Dayton, cited three 
factors “which have prevented 
technological progress from mov- 
ing as fast as we would like it to 
move: (1) The abnormal backlog 
of demand following the war; (2) 
the limited resources and market 
of the equipment industry, and (3) 
the failure of equipment manu- 
facturers and users to get together 
on what is actually needed. 


s He urged that printers and man- 
ufacturers cooperate fully with the 
Research & Engineering Council 
of the Graphic Arts Industry in 
order to bring about some of the 
needed developments, and listed 
12 types of equipment that are 
needed but unavailable. 

But he also said that the graphic 
arts industry needs better man- 
agement practices. “Many a printer 
whose mouth will water when he 
sees the new equipment at the ex- 
position,” asserted Mr. Pfeiffer, 
“is not now fully utilizing the pro- 
duction capacity of the machines 
he owns, and many more have 
neglected methods and procedures 
within their shops, to a point where 
even the most modern of new 
equipment will be inefficient when 
contrasted with that same equip- 
ment in operation under good 
printing plant management. 


a “There are far too many peo- 
ple in our industry who should 
first expose themselves to educa- 
tion in plant layout, work flow, 
work simplification, production 
followup, sales techniques and 
management controls, before they 
spend one more dollar for new 
equipment.” 

J. Homer Winkler of Battelle 
Memorial Institute, Columbus, O., 
presented a comprehensive review 
of graphic arts research and de- 
clared: “Speaking for myself, the 
fond hope is expressed that a well- 
organized plan for government 
support of an effective program of 
fundamental research on printing 
problems will become a reality in 
the near future.” 

Both in the meeting rooms and 
in the cloakrooms, PIA members 
expressed concern over what the 
international situation will do to 
the printing industry. 


ws Despite the unprecedented ex- 
pansion of the industry’s physical 
facilities since the end of World 
War II and a general confidence 
that the industry could meet war- 
time demands, speakers cited sev- 
eral important problems. 

1. Demand for rubber, metals, 
chemicals, paper, etc., since the 
Korean War has been “terrific.” 
Already prices have risen and 
black markets or their equivalent 
have suddenly appeared, particu- 
larly in steel, zinc, copper, lead, 
chemicals and certain minor met- 
als. 

2. The pressure for higher wages 
is increasing, and pay raises ap- 


pear inevitable. 
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(950 
3. There is a growing scarcity of 
ate. skilled labor. Many younger 
ter- graphic arts employes who have 
ew been trained since 1945 will be 
lich ff subject to military duty. Many key 
the personnel undoubtedly will be si- 
am. | Phoned off by critical defense in- 
ring dustries. 
cee se If the printing industry hopes 
ent to work under a feasible and ac- 
- : ceptable plan of allocations, pri- 
in orities and quotas, said Public 
ue Printer John H. Deviny, the PIA 
lay should “tell the government ex- 
and | actly what is wanted. 
the : “In this way,” he said, “you may 
be able to help shape the kind of 
controls that the industry will 
have to live under and produce its 
the routine printing orders for regu- 
‘il lar customers.” 
: + The PIA’s defense emergency 
let- planning and advisory committee 
—_ already has taken steps in this 
oft. direction and, apparently, plans 
ate to do even more. 
ent. 
5 & |» Reuel D. Harmon, president of 
ireé | the Union Employers Section of 
ited | PIA, reiterated his proposal for 
OV- | the establishment of.a joint union- 
t to employer committee which would 
‘log | “establish certain generalizations 
(2) ...and formulate certain policies 
ket | which...can serve as yardsticks 
(3) against which local conditions can 
Au be measured. 
her “If cold processes are going to 
take over,” he continued, it is 
time for both employers and the 
an- union to make provisions accord- 
the ingly. ““‘We must recognize that if 
ncil we, who have a historical basis in 


in the graphic arts, do not adapt to 


the what is coming, then we will be 
ted replaced by new persons and new 
are capital.” 

Robert H. Caf- 
hic i r fee, president of 
an- the William G. 
iter \ Johnston Co.,, 
he Pittsburgh, was 
ex- baad elected president 
fer, of the PIA for 
ro- the coming year. 
nes The PIA exec- 
ave utives also pre- 
res sented the asso- 
ere ciation’s new 
ew R. H. Caffee manual and di- 
hen rectory on “Gov- 
\ip- ernment Procurement of Printing 
pod from Commercial Sources.” 

s Allerton H. Jeffries, retiring 
eo- | president of the PIA, called on the 
uld entire graphic arts industry to 
ca- |Unite. He mentioned various joint 
ow, 
ion 
and 
hey 
ew 
alle 
Ou 
iew 
de- 
the 
2ll- 
ent . 

. of Building Permits 
ing 
in $7,804,742.00 


Since 1948 An Increase 


WINSTON-SALEM 


JOURNAL and SENTINEL 


TWIN CITY 


MORNING SUNDAY EVENING 
National Representative KELLY-SMITH COMPANY 
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efforts already undertaken by 
segments of the industry but 
warned: “None of these has re- 
sulted in the final flowering for 
which we all hope. But it seems 
to me that we cannot and must not 
fail to attain the over-all objective 
of unified organization of all ele- 
ments of the graphic arts if we 
are to continue to make progress 
toward placing our industry in the 
high-level position which it should 
occupy in the public mind.” 


TOTAL 1950 PRINTING 
VOLUME $2! BILLION 

Cuicaco, Sept. 20—George S. 
Dively, president of Harris-Sey- 
bold Co., Cleveland printing ma- 
chinery manufacturer, estimated 
that total volume of commercial 
printing and lithography in 1950 
will be $2% billion. 

Mr. Dively made the forecast at 
a luncheon at which Harris-Sey- 
bold offered a new lithographic 
offset press to the National Com- 
mittee for a Free Europe, operator 
of Radio Free Europe. 


Return of the ‘Campbell Kid’ Coincides 
with 5-Media Drive Featuring Tomato Soup 


CAMDEN, N. J., Sept. 20—Cam- 
bell Soup Co. ‘will concentrate 
most of its soup advertising on 
tomato soup during October, build- 
ing the entire campaign around a 
series of popular menus. It will use 
newspaper, magazine, radio, tele- 
vision and display advertising. 

Theme of the October drive is 
“Never be without tomato soup... 
it has so many uses!” Display 
material will suggest that Camp- 
bell’s tomato soup is “the handiest 
thing on the kitchen shelf,” and 
that it can be used in dozens of 
menus. 

Featured in the new campaign 
will be the return of the famous 
prewar “Campbell Kid.” Dealer 
display material will be built en- 
tirely around the “kid,” some of 
it life-size. Display cards also will 
be furnished to grocers for use in 
meat departments and cracker sec- 


TWE WAMLLEST THING OW YOUR KITCHEM SHES” © 


tomato soup. 

The campaign will break at the 
start of the heaviest soup selling 
season, and is designed so that gro- 
cers can tie in with their own lo- 
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Radio and television support 
will come from Walter O’Keefe’s 
“Double or Nothing” over NBC, 
Bob Crosby’s “Club 15” heard 
daily over CBS, and the Campbell 
portion of “Saturday Night Re- 
vue,” over NBC-TV. 

Ads are scheduled for American 
Home, Better Homes & Gardens, 
Cosmopolitan, Good Housekeeping, 
Life, McCall’s, Parents’ Magazine 
and The Saturday Evening Post. 

Ward Wheelock Co., Philadel- 
phia, is the agency. 


Warner Appoints MacKenzie 

MacKenzie Inc., Minneapolis, 
has been named to handle the ad- 
vertising of Warner Hardware Co., 
Minneapolis, for its retail and 
wholesale builders hardware di- 
vision. Newspapers and trade pub- 
lications will be used. 


Gunther Names Field A. M. 

Bernard L. Field, advertising 
field manager of Gunther Brew- 
ing Co., Baltimore, has been named 
to the newly created position of 


tions, suggesting lunches using 


cal advertising. 


advertising manager of the com- 
pany. 


in one 


in TWO pa 
sells 2,000, 00 Z 


fi <218'T); sy 
de y 


The Tarrell Building Corporation put up 
a 300-house development called Southridge, 
at Glen Cove, Long Island. 

Southridge was advertised, in 165 lines on 
4 columns. Darn good ad, too—told just what 
you'd want to know, and how to get there. 
The houses were priced at from $6,495 to 
$7,495; small down payment, and so much a 
month. Glen Cove, incidentally, is 25 miles 
from New York. 

The advertisement was run on Saturday, 
May 13. Saturday is the day nobody is 
supposed to read newspapers in these parts. 

Well, by Sunday 6 pm, Southridge was 
sold out, $2,000,000 worth of houses—in 
one day, with one ad, in two papers... 


DAILY.. 


Jy, New York N CWws 


more than 2,275,000 
SUNDAY more than 4,000,000 


pecs . 


= — 


small Ri alon 


The papers were the Long Island Press 
with 169,000 circulation . . .and The News. 

Come to think of it, a two million dollar 
sale isn’t so much; less than $1 apiece from 
The News 2,275,000 daily circulation! Ain’t 
arithmetic wonderful? 


(a* Ou sell anything New Yorkers 
want, or even think they want... 

here is nothing ia the world that will 
find more buyers for you, more quickly, more 
cheaply—than The News. Fool around all 
you want with other media... but you'll stay 
in business longer, make more friends, 
influence more customers, pay more income 
taxes, when you use this newspaper! 
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GETS 14 


VERTISING AGE. 
about results: 


in advertising — the 
in ADVERTISING 


OF $20,000 JOB... 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
a year. SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 


place to tell your story. 


OFFERS 


And here’s what he said 


These 


Milwaukee, etc., and the 


“Advertising Market Place” 
AGE is the most resultful 


Information for Advertisers 


No. 3742. A Report on America’s 
Top Engineers. 

The influences of the nation’s 
leading engineers in business, in- 
dustry and professions; areas of 
business management for which 
they are responsible; titles and po- 
sitions they hold; the size of the 
companies they manage, and the 
magazines they read and prefer are 
tabulated in a study offered by 
Time. The survey was made by 
Erdos & Morgan Research Service, 
which mailed questionnaires to 2,- 
246 of the 16,000 professional en- 
gineers listed in “Who’s Who in 
Engineering.” 


No. 3744. Canadian Market and 
Media Data. 

The Big Four national newspa- 
pers of Canada have issued an in- 
formative 24-page brochure con- 
taining market and media data for 
the Star Weekly, La Presse, La 
Patrie and The Standard. It con- 
tains figures regarding the popula- 
tion, retail sales and a market 
analysis for Canada. 


No. 3745. Product Advertising at 
Point of Sale. 

Thirty nine ways to use Mystik 
for product advertising at the point 
of sale are illustrated in a new 
booklet offered by Chicago Show 
Printing Co. Other advertising 
specialties of the company, such 
as truck and weatherproof signs, 
banners and cardboard displays 
are also shown. 


No. 3747. Selling the Tool Engi- 
neering Field. 

Market and media data for the 
tool engineering field based on the 
NIAA sales presentation outline 
is offered by The Tool Engineer. 
The history of the industry, the 
market served and important facts 
concerning the publication and its 
coverage of the market are pre- 
sented in a concise and compelling 
manner. 


Note: Inquiries for items listed above 


No. 3748. Importance of Classi- 
fied Advertising. 

The Philadelphia Inquirer has 
just published a brochure, “This is 
Classified in Philadelphia,” to il- 
lustrate the importance of classi- 
fied advertising. Examples of the 
tremendous turnover of money 
and merchandise, as a result of 
classified ads, are given, plus lin- 
age figures for several classified 
categories. Some examples of 
classified ads are reproduced. 


No. 3749. How New Editorial Ex- 
cellence Builds Superior Read- 
ership. 

This 28-page booklet by Putman 
Publishing Co., publisher of Food 
Processing and Chemical Process- 
ing, digs into the question of how 
old “paste-pot-and shears” meth- 
ods and articles contributed by 
“experts” give way to more realis- 
tic editing techniques. What other 
publishers have to say with re- 
gard to the type of material a pub- 
lication should give its readers is 
included, as well as how editors 
can build preferred editorial con- 
tent and whether more realistic 
editing actually produces greater 
readership. 


No. 3689. Nebraska Retail Liquor 
Dealers Listed. 

A complete list of Nebraska liq- 
uor licensees, including addresses 
.s presented in this new study of- 
fered by the Omaha World-Herald. 
Title is “1950 Nebraska Retail Liq- 
uor Dealers.” 


No. 3706. Study of Teen-Age Girls 

Cosmetics Market. 

Use, ownership, buying habits 
and brand preferences of Seven- 
teen’s teen-age subscribers in re- 
gard to toiletries, cosmetics and 
personal care products are tabu- 
lated in this consumer panel study 
offered by Seventeen magazine. 
Title is “Beauty and Personal 
Care Survey.” 


will not be serviced beyond Nov. 7. 
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HELP WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 


All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


ADVERTISING SALES AND 
PROMOTION MANAGER 
Needed by successful 57-year-old national 
weekly business paper with headquarters 
office in midwestern city. This executive 
will work closely with general manager. 
Should have good background in publish- 
ing and advertising. Send resume and 
salary expectations 
Box 3351, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
EDITORIAL AND 
PRODUCTION ASSISTANT 
(woman preferred) for Indiana pharma- 
ceutical manufacturer specializing in nu- 
tritional products. Duties to include; su- 
pervising printing production; simple 
rough layout work; editing and writing 
not-too-technical copy. Excellent oppor- 
tunity for superior person. 
Box 3353, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SALES MANAGERS 
Breweries of various sizes in different 
parts of nation in need of Sales Managers. 
If you will write to us giving your ex- 
perience and background we will place 
this information in hands of our members 
and arrange personal interviews.Small 
drewers Association, 188 West Randolph 
3treet, Chicago 1, Illinois. 
FARM MARKET RESEARCH 
AND PROMOTION 
?ublisher of farm magazines is seeking 
Manager for market research and promo- 
won department. If you are trained in 
africultural economics, can pull promotion 
ideas from an avalanche of governmental 
statistics, know how to write sales pres- 
entations which space salesmen will use— 
you have that rare combination of re- 
search and creative writing abilities which 
we want. Location in mid-west. Our staff 
has seen this ad. Write giving age, educa- 
tion, experience, salary expected, date 
available for employment to: 
Box 3354, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
PROMOTION MANAGER 
Sports Afield, leading outdoor sportsmen’s 
magazine, has opening for sales promotion 
manager. Magazine publishing experience 
in preparation of trade paper and direct 
mail promotion as well as sales material 
for space selling organization is essen- 
tial, Please write letter covering exper- 
sence and interview will be arranged lat- 
er. All replies kept confidential. Salary 
open. Address correspondence to C. H. 
Giddings, 500 Midland Bank Bldg., Min- 
neapolis 1, Minnesota. 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
sng, Sales Promotion and Management. 
**AND** 


Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 

14 E. Jackson Blvd. Chicago 4, Ill. 
DETAIL MAN—Publisher has opening for 
young promotion-minded college grad- 
vate to handle subscription fulfillment 
detail, production of direct mail cam- 
paigns, etc. Give age, education, experi- 
ence, salary required. Address 

Box 3371, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Space salesman in New York wanted for 
group of professional publications. Some 
experience in drug field desired. State 
full details of age, salary desired, etc., 
in first letter. 

Box 3372, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

GIRL WANTED 

Attractive girl with an advertising or 
graphic arts background—able to take 
dictation—sales minded personality—abil- 
ity to talk to top management executives 
—age between 25 and 35—to start anytime 
within the next month. 

Box 3374, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Mail Order Sales Manager... $6,500 


Insurance 
GEORGE WILLIAMS—PERSONNEL 
209 S. State St. Ha 17-2063 Chicago 4 


ACCOUNT EXECUTIVE 


Wanted for a medium size publica- 
tion plant (in business 20 years) in 
midwestern town approximately 


, 


The man we are looking for is a real 
producer who aspires to become a 
principal. An experienced contact 
man and good closer. Write fully and 
state approximate billings you now 
control. 


The job—and it is a job, not a posi- 
tion, pays a nominal salary plus com- 
mission. 
For a real producer this is one of 
those exceptional opportunities. All 
replies in confidence. 
Box 7696, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PUBLICATION PRINTING 


Publication printers have open time for 
monthly publication, preferably 150-256 
pages with run of 40,000 to 80,000, stand- 
ard NPA 814” x 1114” trim size. We have 
been established almost half a century, 
have modern equipment and excellent 
labor force. Address Box 7697, ADVER- 
TISING AGE, 200 E. Illinois St., Chicago 


11, Ill. 


HELP WANTED 


ASSISTANT 
ADVERTISING MANAGER 

Farm publication looking for experienced 
space salesman who is ready for manage- 
rial work. Agricultural college education 
preferred. One-third time travel in mid- 
west selling space, two-thirds time in 
home office organizing promotion, produc- 
tion, and merchandising. 
Write giving complete personal history, 
salary expected, date available for em- 
ployment to 

Box 3375, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING MAN 
With copy and sales promotion experience 
for all ‘round agency work on both con- 
sumer and industrial accounts. Excellent 
opportunity to make permanent berth as 
account executive in progressive organiza- 
tion of nearly 100 people (offices: Marion 
and Toledo). Mail qualifications together 
with samples and photo. Interview will 
be arranged. 
Jay H. Maish Co., Marion, Ohio 


PUBLICITY MAN—North Jersey resident. 
Able to handle technical material for 
popular media, also picture releases, 
trade stories, technical shorts. TV or 
electronics background desirable but not 
essential. Must have car. Give age, back- 
ground, salary desired. 
Box 3376, ADVERTISING AGE 
1l E. 47th St., New York 17, N. Y. 


SPACE SALESMAN wanted for Eastern 
territory. A rare opportunity for young 
man ambitious to get ahead. Western 
publisher of trade papers wants man to 
spend several months trying out for big 
job in organization. Must have real in- 
itiative, willing start small salary. Some 
experience helpful but unnecessary. If 
you are not the man, please pass word 
along to an interested friend. Reply at 
once for early New York interview to 

Box 3382, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Layout ace-Asst. Art Dir. Agency oppor. 
Buy art work. Know production....$8500 
Art Dir-Indust. and consumer exp....Open 
Copy-Contact Ace-Transportation exper. 
Acct. exec. Agcy exp required...To $7000 
Agey Copywriter-Indust. Acct. Exper. 
Trade & cons. Dir. mail expert....$5000 
Radio Time Rep-Station exper - 
Sales Prom Mgr-Broad exp...... 
Adv. Exec-Admin, all depts. ™ 
Retail Copywriters-All lines............ $4000 
Production Asst.-Girl.Agcy exp........ $2400 
Ask for ELINOR KENT 
MONARCH PERSONNEL 
28 E. Jackson Blvd. Wa 2-9400 Chicago 4 


POSITIONS WANTED 
Able, experienced newspaper man, 26, in- 
terested in editing house organ or trade 
paper. No reserve tie-ups, 2 children, 
vet. Daily, community experience. Know 
make-up, reporting, copyreading. 
Box 3370, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ART DIRECTOR 
Wants opportunity with an active agency. 
Responsible. Knows production thorough- 
ly. Both agency & studio experience. 
Family man, veteran, $8,000. 
Box 3373, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


HUNTING FERTILE SPOT IN 
AGRICULTURAL COPY FIELD 
Weathered, earthy copywriter (editorial, 
space, radio, direct mail, movies, etc.) 
At “row’s end” on present ad agency job. 

Too young to die on the vine. 
Box 3377, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MIDWEST PUBLICATION MANAGER 
Thoroughly experienced in trade and tech- 
nical fields in both space and editorial 
work seeks connection requiring better 
than ordinary talent. Extensive collater- 
al contacts. Energetic. 

Box 3378, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Illustrater—foods, figure. Also comps, 
airbrush, some layout. 9 yrs. studio, 
agency exp. Desire change. Vet, age 36. 

Box 3379, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Attention: Buyers & Sellers of Printing 
Employed offset estimator looking for op- 
portunity. Capable of handling job from 
layout to finished display, booklet, or 
what-have-you. 
Black and white or Multi-color. Not a 
combination printing and advertising gen- 
ius—just a slow, methodical worker. 
Box 3380, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PROMOTION, 

PUBLIC RELATIONS MGR. 
You are probably familiar with some of 
the ideas he has developed in the oil, 
steamship, hotel, and packaged goods 
fields. Chances are you’ve read his book 
on public relations, now used as a text 
in many schools and colleges throughout 
the country. 
Thoroughly seasoned through 16 years 
experience—yet young enough (35) for 
flexibility—he has been in complete 
charge of annual budgets close to $500,000. 
He has an intensive knowledge of all 
media. Many of his ideas and campaigns 
have won national honor. A five-figure 
salary is important, but opportunity for 
the future is of paramount interest. An 
excellent speaker, a University graduate, 
married. 

Box 3381, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


QUALITY PRINTING 
Printing company, established almost half 
a century, has open time for long run 
single or multi-color work: broadsides, 
mailing pieces, inserts, labels, instruction 
sheets, etc. Stable scale labor force, ex- 
cellent equipment, attractive rates. Ad- 
dress Box 7698, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


PR School Changes Name 

Boston University’s School of 
Public Relations will henceforth 
be known as the School of Public 
Relations and Communications, 
Major fields of study available at 
the school, now located at 84 Exe. 
ter St., are public relations, jour. 
nalism, radio, television, speech 
and theater, and motion pictures 
and visual aids. 


CREATIVE 
DISPLAY 
ARTIST 


We need topnotch litho. dis- 
play artist. Must be experi- 
enced and know creative 
design combined with third 
dimension cardboard con- 


struction. Good setup for 
right man: Zipprodt, Inc., 6 | 
N. Michigan Ave., Chicago. 
Phone FRanklin 2-9440. 


Opportunity extraordinary 
as publication 


ADVERTISING DIRECTOR 


Long established, New York class magazine, 
unique in its field, offers opportunity extraor- 
dinary tc a seasoned, successful publica. 
tion advertising representative or manager 
to serve as Advertising Director. 

Imagination, executive and sales ability 
requisite. Age 35 to 45 preferred. Salary and 
bonus arrangement. 

Present reasons why you are ‘‘the man”, 
also income category, in letter addressed to 
WILLIAMS & SAYLOR, Inc. 
Att: T. P. W. 

271 MADISON AVENUE, NEW YORK 16 


ARTISTS WANTED 

Large Madison, Wisconsin, manu- 
facturer has permanent staff open- 
ings for two people: (1) B&W man, 
experienced in lettering for repro- 
duction, typography, color separation, 
keyline and assembly. (2) Sketch 
man, to carry out crisp color comps 
for packages and labels. Please state 
experience, personal data and salary 
in first letter. Box 7700, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 
11, Ill. 


ADVERTISING MAN 


Feed manufacturer since 1898 de 
sires “idea” man. Must be familiar 
with Multilith, Varityper, Multi- 
graph, Paraliner, and capable of 
directing their operations. Should 
be familiar with direct mail to 
farmers; capable addressing in- 
formal groups; writing radio con- 
tinuity and layout work. Give ex 
perience, military status, and date 
available in first letter. LIPSCOMB 
GRAIN & SEED CO., P. O. Box 1633, 
Springfield, Missouri. 


ATTENTION 
PRINTERS AND PUBLISHERS 


Publication bindery has open time. Com- 
plete facilities for binding, wrapping and 
mailing, including 10-pocket 9 x 12 gath- 
erer with’ 3-head stitcher, coverer and 
book trimmer. Also low cost labor for 
envelope stuffing, inserting, tie-ons and 
other hand operations. Location: small 
town outlying Chicago district. Address 
Box 7699, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. 


| BRAINS FOR RENT! | 


to agency or mfr. Full-time, perm. Fresh 
from retail firing line where smoke's 
thick, fate of many a product sealed! 


Fortified 18-yr. adv. background; incl. 
2 large N.Y. agencies, 2 N.Y. dept. 
stores. Recently resigned as Adv. Dir. 


large Chicago dept. store. Crack copy. 
Strong on ideas. Rich managerial exp.: 
planning, handling $2,000,000 budget, 
coordinating, handling staff of 37, con- 
tacting. 13 nat. adv. awards. Ads pub. 
in *'100 Best Retail Ads’’ 4 yrs. in row! 
$15,000 minimum. Box 7701, ADVER- 
TISING AGE, 200 E. Illinois St., Chi- 
cago 11, Ill. 
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Pillsbury vice-president, 


Leo Burnett Co., Chicago, han- 


Nelson C. Hahne has joined the 


Effective Oct. 1, the Washing- 


Bristol-Myers Names Brown 
Products Division President 


Robert B. Brown, vice-president 
of Bristol-Myers Co., New York, 
has been made president of the 
company’s prod- 
ucts division. He 
has been associ- 
ated with the 
company for the 
past 14 years. 

He joined the 
company in 1936 
as advertising 
manager. Subse- 
quently he served 
as advertising 
director, and 
more recently in 
a general man- 
agement capacity. He is a past 
chairman of the board of the Assn. 
of National Advertisers and a 
member of the board of the Adver- 
tising Research Foundation. 


Robert B. Brown 


Danowitz Agency Moves 


Jack Danowitz Advertising has 
moved to 2 W. 37th St., New York 
18. 


WCCO Appoints Ward 


Carl Ward has been appointed 
assistant general -manager of Sta- 
tion WCCO, Minneapolis-St. Paul. 
Mr. Ward, who has been general 
sales manager since February, will 
continue as head of the WCCO 
sales department in addition to his 
new duties. 


Ellington Names Bartel V. P. 


William A. Bartel has been ap- 
pointed a vice-president of Elling- 
ton & Co., New York. Mr. Bartel 
joined the agency in October, 1949, 
as an account executive. He pre- 
viously had been vice-president 
and director of John H. Cairns Co. 
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Want to Fall in Love with 
1,000,000 Women? 


Here’s your chance to reach the members 
of Aunt Ellen's nationally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the purse strings. ..availableto advertisers for 
the first time. Exciting success stories and 


sample copy. Send 
AUNT ELLEN’S your letterhead... 


428 Handcraft Building, Kansas City 16, Mo. 


8x10 genuine glossy photos 


in quontities 


¢ in 500 and 750 quontities 
(1000 and over .06c) 


Shorp, clear, crisp’ Prompt Delivery’ 


ee ee 
Neg. per sub s 


© 8 OS 2208228088689) 


PHOTO- 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 
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a Pillsbury Hopes 1950 ‘Bake-Off' Will Be as 
7 _ . = 
“th | Successful as “49's; GE Ties in Again 
ons, MINNEAPOLIS, Sept. 19—Pills- | Gerot, 
€ at} bury Mills has launched its sec-| said. “We think it also has earned 
_ ond annual $100,000 “bake-off at; a place in Americana. It is a real 
noch the Waldorf” recipe and baking) service and tribute to the nation’s 
ures | contest, backed by a concentrated| homemakers, in recognition of the 
fall and winter advertising cam- role of mealtime in American home 
—. | paign which it will conduct in co-/ life.” 
—— f operation with General Electric 
7 Co. As in last year’s contest, GE| dles the account. 
. will supply the — a by the | “ 
pake-off, and will offer GE ap- 
" pliances as bonus prizes (AA, Aug. To Geyer, Newell & Ganger 
28). ; ..| Dayton office of Geyer, Newell & 
General Electric reportedly is Glanans as ens art director. 
spending $300,000 to tie in with the| He was formerly art director of 
Pillsbury promotion. Spreads with | the Parker Advertising Co. in Day- 
Pillsbury occupying one side of! ton. : 
the ad and GE the other have been 
scheduled in Better Homes & Gar-| ‘Star’ Increases Ad Rates 
dens, Family Circle, Good House- 
ad keeping, Life, Successful Farming | ton Star will increase its advertis- 
: and Woman’s Day. ing rates. The new flat rate will be 
i Entry blanks for the contest| 55¢ per agate line (daily and Sun- 
e have been inserted in Pillsbury| day), up 5¢ from the previous rate 
d flour sacks since early June, and| card. 
1- Arthur Godfrey stamps, which 
or double the awards for prize win- 
6 ners, are being distributed through 
D. | grocery stores and the Ann Pills- 
bury home service center. 


s “This contest is a real, genuine 


promotion,” Earl Clasen, Pills- 
bury’s grocery products ad man- 
) Jager, told AA. He said Pillsbury 
believes the contest is one of the 


“purest” conducted by any major 


advertiser. There are no tricks to 
— it, and nothing is concealed in the 
w planning, staging or development 
bility Jol the contest, he added. 
and Whether the 1950 contest will be 
as successful as last year’s initial 
on, Beffort is a $64 question at Pills- 
dto Ebury. Realizing that the novelty 
Be is never as great the second time, 
Pillsbury’s publicity department 
16 ‘lis combing its bag of tricks for 
—— fnew angles that will gain recogni- 
tion from editors of major pub- 
nu- plications. 
en- Je Pillsbury officials hope to find 
nan, fan ace up their sleeve comparable 
opel to the appearance of Eleanor Roos- 
tion, Jevelt at last year’s final bake-off 
etch Iceremonies. Her appearance gen- 
mps jerated hundreds of publicity stor- 
tate fies and gained recognition for the 
lary fontest in numerous publications. 
'IS- Local dealer tie-ups already have 
ago ppeared in various spots around 
he country—the publicity side of 
he affair usually gets out of hand, 
~__. according to Pillsbury, and keep- 
ng tabs on its results is difficult— 
ith both General Electric and 
de- fPillsbury retail outlets using the 
iliar Jpromotion effectively. Cooperation 
ulti: Joy GE appliance dealers has been 
> of fparticularly noticeable, Pillsbury 
puld freports, and other electrical dealer 
| to [associations also are joining in the 
in- Promotion. 
con- 
ex- There will be a separate con- 
late Best for teen-age girls this year. 
)MB fwenty-five girls between the 
633, ages of 12 and 19 will be selected 


o enter the bake-off finals, along 
ith the 75 winners in the senior 
ivision. First prize in the teen- 
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.* TO BE FAR BETTER 
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ge division will be $2,500 ($5,000 
with an Arthur Godfrey stamp), 
while first prize in the senior divi- 
sion will be $12,500, or double that 
With a Godfrey stamp. 

“This is more than just a con- 
est to boost flour sales,” P. S. 
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oe “= « 7. e™t.@% e« -- 


because... 
in the first 6 months of 1950 The Telegram published: 


199 MORE pages of NEWS* than the second Toronto Evening 


Newspaper 
1592 MORE columns of NEWS or 490,000 MORE lines of NEWS 
—and all this means MORE to you... 


MORE reading throughout the paper 
MORE CHANCE FOR YOUR ADS TO DO MORE AND MORE SELLING! 


* Refer to Media Records, Inc., June 1950 


THE TELEGRAM 


BAY & MELINDA STREETS, TORONTO 1, CANADA 

HAMILTON—6 Hughson St. S. MONTREAL—E. R. Chown, Dominion Square Bldg. 
United Kingdom—S. Mcllwaine, 17 Fleet St., London, Eng. @ Eastern U. S.—O'Mara & Ormsbee Inc., Graybar Bidg., 420 Lexington Ave., New York. 
Western U. S.—John E. Lutz Co., 435 N. Michigan Ave., Chicago. 
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Consumer Finance 
Men Told How Ads 
Help ‘Sell Money’ 


Cuicaco, Sept. 22—Members of 
the National Consumer Finance 
Assn. meeting here this week were 
urged to devote more time, energy 
and funds toward the elimination 
of what association President I. 
Lehr Brisbin termed “these ham- 
pering controls” on consumer 
credit, once war emergencies are 
over. 

Mr. Brisbin said “our federal 
government must be compressed 
back into the niche for which it 
was originally designed; it musi 


NOVEL XMAS CARDS 


Want to produce your own Greet- 
ing Cards? Have me design some- 


thing UNIQUE for you. Hurry! 


“That be Bott” 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


be taken completely out of pri- 
vate enterprise; it must again be- 
come the servant of the people 
rather than their master.” 

One way to accomplish these 
ends, Mr. Brisbin said, is to adopt 
the technique of “labor, the farm 
organizations and the John L. 
Lewises...Today when labor 
speaks, when the farmer speaks, 
yes, when John L. Lewises shout 
from their spacious headquarters, 
they get first-class attention and 
generally what they ask for. That’s 
how organization pays off, es- 
pecially if the people in that or- 
ganization work together and give 
generously of their talents and 
funds.” 

At a general session this morn- 
ing, association members heard a 
discussion of the role of advertis- 
ing in consumer finance. 


es Fairfax Cone, chairman of the 
board, Foote, Cone & Belding, 
stressed the role of advertising in 
the national economy. “It is mass 
selling,” he said, “and not mass 
production that is the miracle of 


American enterprise. For it is only 
mass selling that makes mass pro- 
duction possible. And advertising 
is its secret and strength.” 

Commenting on one of the more 
important problems facing finance 
companies today, Mr. Cone said 
they are not utilizing the power 
of advertising to its fullest ex- 
tent. “Millions and millions of 
Americans have no notion what- 
ever of the real and continuous 
services that most of you offer,” 
he said. “They take you at face 
value. And I think you must agree 
that it is often something far less 
than your full, best face.” 

Mr. Cone suggested to conven- 
tion members that they use ad- 
vertising “in the way that it was 
made for—by advertising to hope 
and not despair; by making your 
advertising look substantial; by 
taking it out of the classified col- 
umns at least at times; by talking 
sometimes about budgets—and 
making them work.” 


a N. T. Schwin, director of ad- 
vertising, Household Finance Corp., 
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CHICAGO GRAPHIC ARTS EXHIBITION HALL—The central exhibit hall of Chicago's 
International Ampitheatre was devoted to exhibits of larger offset and letterpress 
equipment iast week as the Sixth Educational Graphic Arts Exposition went into its 
second week. About 100,000 visitors saw the show during the first week of its two 
week run. Almost 200 exhibitors occupied the 338 booths at the exhibition. 


{ Full-Color Transparencies 
al In Quantity—At Low Cost! 


exposure to water, cleaning compounds, oils, greases, al- 
kalies, and most strong acids, They accept multi-color 
printing, and may be deep-drawn after printing is ap- 
plied. They are strongly age-resistant and they do not 
support combustion. 


Yes, full-color, top-quality transparencies are now avail- 
able at prices you can afford. Hailed as a boon to national 
advertisers for sales-compelling impact at retail levels, 
they are another in the growing list of merchandising 
aids made from VINYLITE Plastic Rigid Sheets. 


Called “Plastikolor Pix,” the transparencies are 
printed on both sides of thin white translucent VINYLITE 
Rigid Sheets. They not only produce a marked three- 
dimensional effect when back-lighted, but — thanks to 
the white plastic— they form sharp, clear pictures for 
direct viewing as well. 

Because of the truly versatile properties of VINYLITE 
Rigid Sheets, these unique plastics are rapidly becoming 
a standard material for counter cards, window displays, 
calendar cards, dressmakers’ dummies, and similar pro- 
motion and advertising devices. 

VINYLITE Rigid Sheets are easily, accurately and eco- 
nomically formed to complicated, three-dimensional 
shapes. They hold their shapes and dimensions despite 


Available in all colors, either clear, transparent, or 
opaque, VINYLITE Rigid Sheets have a multitude of uses 
we'd like to tell you about. You'll find it a profitable ex- 
perience to ask Bakelite’s plastics experts. Why not do it 
now? Write Dept. IV-67. 


Data on “Plastikolor Pix’ courtesy 
Wm. Melish Harris Associates, 
52 Vanderbilt Ave., New York, N.Y. 


inylite 


PLASTICS SAKELITE 


JUCC 


BAKELITE DIVISION, Union Carbide and Carbon Corporation, 30 East 42nd Street, New York 17, N.Y. 


discussing TV, said one advantage 
of the medium is the high sponsor 
identification in the viewer’s mind 
that television gives as against ra- 
dio advertising. Another advan- 
tage, he said, is that, because of 
television’s physical limitations, 
there is very little waste coverage 
in the medium for the local ad- 
vertiser. 

“We in the consumer finance 
business,” Mr. Schwin said, “are 
retailers. We are retailers of 
money. And because television and 
retailing have so much in common, 
we have got to regard television 
as an advertising medium of con- 
siderable importance to our fu- 
ture.” 


ws John T. Snite, vice-president in 
charge of advertising, Imperial 
Credit Co., Chicago, in speaking 
of radio’s share of the consumer 
finance advertising dollar, em- 
phasized the importance of radio 
with respect to repetition and as- 
sociation. 

Citing the success his company 
has had regarding these factors, 
Mr. Snite said: “A radio program, 
I am convinced, gives one an un- 
equaled chance to cash in on rep- 
etition and association—to as- 
sociate in the minds of listeners 
the conviction of getting money 
surely and pleasantly with the 
name of your company.” 

Radio, Mr. Snite said, works in 


three ways: in getting immediate 
business; in fertilizing the terri- 
tory so that other forms of adver- 
tising may do better; and in build- 
ing up in the minds of prospec. 
tive customers those conditioned 
reflexes that immunize them 
against competition. 


Lever Bros. to Introduce 
Mary Martin Hair Curler 

Lever Bros. Co., New York, will 
break its Mary Martin short-cut 
curler campaign Oct. 8 with a two- 
page b&w spread in The American 
Weekly and the same in Oct. 9 
Life. One and two-page insertiong 
also will run in Look, Ladies’ Home 
Journal, Metropolitan Group and 
independent supplements. In ad 
dition, radio plugs will be carrieg 
over two Lever Bros. CBS p 
grams, “My Friend Irma” 
“Junior Miss.” 

Copy will feature Mary Mart 
demonstrating the new curler thaj 
holds “even tiny wisps.” Foote 
Cone & Belding is the agency. 


N. Y. AANP Elects Gediman 

H. James Gediman, of Hearst 
Advertising Service, has been 
elected president of the New York 
chapter, American Assn. of News- 
paper Representatives. Other of- 
ficers elected are: Vice-president, 
Leonard Marshall, Cresmer & 
Woodward; secretary, Herbert R. 
Meeker, of Osborn, Scolaro, Meek- 
er & Scott, and treasurer, Robert 
- McLean, Reynolds-Fitzgerald 
ne. 


is the finest 
in the world 


\bisg 
St. Petersburg’s » = OTHE SUNSHINE 
Climat 4 N 
mate DR EWSPAPER 


Gives away its Home Edition absolutely free te 
everybody every day the sun does not shine on 
St. Petersburg. The record is 181 issues in 40 

ge averaging 4'/2 papers a year. The last 
ee edition was March 22. 


1950. 


so many homes. 


The Evening 


New York Chicago 


We gave away 181 Home Editions 
in 40 Years to prove our point 


The ‘Sunshine Offer’’ was forty years old on 
September Ist. During this time it has proved to 
the world that this city deserves its nickname, ‘‘The 
Sunshine City."’ This is one of the reasons why the 
Evening Independent is the favorite newspaper in 


St. Petersburg’s Family Newspaper 
Represented Nationally by 


DeLISSER, INC. 


Independent 


Philadelphia Atlanta 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


[] 1 Yr. at $3 ( 52 issues) 
() 2 Yrs. at $5 (104 issues) 
C) 3 Yrs. at $6 (156 issues) 


NaME 


(1 Payment enclosed 
C) Bill me 


() Bill my firm 
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Firm 


BusinEss_ 


STATE 


But send my weekly copies to 


Home Appress 
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Clinton Seeks 
6-State Rule on 
sOrange Drinks 


Boston, Sept. 18—In an un- 
Bprecedented hearing at the region- 
al meeting of the Food and Drug 
‘Administrators of all six New Eng- 
jand states here today, Clinton In- 
Gustries Inc., New York, holding 
company of Clinton Foods Inc., 
Clinton, Ia., and Snow Crop Mar- 
keters Inc., New York, urged the 
administrators to rule jointly that 
an “orange” drink must have a 
reasonable” amount of orange 
juice in it. 

Mark Candee, general counsel of 
Clinton Industries, in a petition 
filed with the adminiscrators, 
urged them to define clearly the 
fruit content for non-carbonated 
fruit drinks to protect the public 
against the sale of sub-standard 
or wholly imitation fruit drinks. 

Mr. Candee contended that any 
mon-carbonated beverage labeled 
“orange drink,” “orange beverage” 
or “orangeade,” which contains 
less than 20% by weight of orange 
juice content, “is a weak imita- 
tion and is deceiving and confusing 


the American consumer and 
should be labeled ‘imitation’ or 
‘sub-standard’.” 


| 
#a In petitioning the commission- 
y ers of Connecticut, Maine, Mas- 
| sachusetts, New Hampshire, Rhode 
mIsland and Vermont, Clinton 
m Foods, official petitioner, asked 
™ the commissioners to rule that no 
distinction should be made in reg- 
ulations “between orange drink or 
orangeade or orange beverage, and 
each should conform to a single 
Standard of 20% by weight of 
orange juice content.” 

Representatives of a number of 
bottlers and distributors of orange 
beverages protested the petition, 
as unnecessarily harsh and dif- 
ficult to carry out or enforce. 

Observers from the New York 
state and the federal Food and 
Drug Administrations attended the 
hearing, which was the first joint 
hearing by several states of a peti- 
tion of this type. 

A joint ruling is expected to be 
made in about 30 days. 


= Candee told AA after the hearing 
that fruit beverages do not come 
under the federal Pure Food and 
Drug Act. “You can’t have regu- 
lation of carbonated or non-car- 
bonated beverages without defini- 
tions,” he said. 

“Moreover, if the federal gov- 
ernment were to act under the In- 
terstate Commerce Commission 
Act, while it could control the in- 
terstate shipment of beverage 
‘bases’ prepared by bottlers, it 
could not control the amount of 
water and sugar added by indi- 
Vidual distributors in individual 
States because that is subject to 


oo YOUR ANSWER: 


Leaders in the billion —_— candy in- 
dustry picked Candy Industry as their 
favorite publication, rg id so, in 
answer to surveys. 
Rages audited circulation* 
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Carries more advertising 

(Send for surveys with these facts) 
New market data study about your 

customers ready. t your copy. 
*Of any publication published monthly or 
more frequently. 
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state regulations.” 

Several states now have regula- 
tions covering the fruit content of 
fruit drinks, he said, but few of 
the states enforce their regula- 
tions. 

States that now have regula- 
tions include Florida, which re- 
quires 25% fruit content; Georgia, 
25%; Pennsylvania, Michigan, 
Connecticut, Indiana, Kentucky, 
North Carolina, New Hampshire, 
Ohio, New York, and Tennessee, 
which all require 15%; North Da- 
kota, “an appreciable quantity”; 
and Washington requires that a 
fruit beverage “must contain the 
juice of fruit.” 


Plans Canadian Drive 

Ronson Art Metal Works Ltd., 
Toronto, is using half-page two- 
color space in eight Canadian mag- 
azines and four weekend roto- 
gravure sections this fall for its 
line of cigaret lighters. This is in 
addition to two radio programs, 
“20 Questions” and “Le Journal 
de Claude-Henri Grignon.” Grey 
Advertising Agency, New York, 
handles the account. 


Offers Children’s Cook Book 
The electric appliance division 

of Westinghouse Electric Corp., 

Mansfield, O., is offering to deal- 


Warsaw, maker of street crossing 
flashing 
Artificial Arm Division, Bourbon, 
manufacturer of artificial arms 
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and hands. The agency also has 
been appointed to handle the sales 
promotion of the Northern Illinois 
Lime Producers Assn. 


signals, and Miracle 


ers a new children’s cook book, 


“Sugar an’ Spice and All Things 
Nice,” by Julia Kiene, director of 
the Westinghouse Home Economics 
Institute. Designed as a traffic pro- 
motion aid, the book will be pur- 
chased by dealers and given free 
to children accompanied by their 
parents. Plans for a nationwide 
advertising and promotional pro- 
gram for the book have been 
shelved for the rest of the year, 
and dealer participation and pro- 
motion will be handled locally. 
The book also is being offered to 
the public for 25¢. 


Five Name Tri-State Agency 


Tri-State Advertising Co., War- 
saw, Ind., has been named to direct 
the advertising of Hambro Trading 
Co. of America, Chicago, for Nuf- 
field Organization (England) 
products—Morris, MG and Riley 
automobiles; Orthopoedic Equip- 
ment Co., Bourbon, Ind., manufac- 
turer of fracture appliances and 


jae 
Where do TOW, ‘farmers 


look for | 
Ps. 4 


Soil Consérvation Methods? 


For Latest Authentic Information 
Write [OWA FARM & HOME REGISTER 
Des Moines 4, lowa 


surgical supplies; Patrolite Co., 


YOUR SALES POSITION 


with 


| eons 
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AMERICAN 


DECAL 


Window Signs and Valances 


other promotional efforts. 


DEALERS ENTHUSIASTICALLY ACCEPT this at- 
tractive, colorful, brand-name advertising . . . 
enhances appearance of store fronts and keeps 
light in display windows where it belongs .. . 
has that “‘better-than-hand-painted” look. 


And YOUR ADVERTISING STAYS UP! Dealers 
are practically compelled to maintain stocks— 
no quick-switch to competition! American Decal 
window signs and valances remain brilliant, 
resist wear and washing for years, keep your 
sales message working continuously in cost- 
free space. That’s why they head the list of most 
economical of P.O.P. advertising. 


yours for the asking! 


American Wecaleomaniafo. — 


TOP O’ THE WINDOW VALANCES unfailingly 
identify your neighborhood outlets, provide 
sidewalk circulation and augment all of your 


on the right foot! Examples of new ways to make 
decals strengthen your selling position! Proved 
ways used by America's leading advertisers . . 


4332 W. FIFTH AVE., CHICAGO 24, ILL., U.S.A. 


Please send me your Decal IDEA KIT. . 
| am interested in the latest trade ideas. 


(Please Print) 


_ ee 
ai shel if, y a ie . i ; a % 
: - 4 se 
7]; ae Ze — 
_ e ; A 4 “4 " cael oe 
= | a: Na = Pes a 
ce _ 7 —s= Cae way ee. 
—- ° Dany yates so 
— a, - ae 
nm 4 4, ——<— ar re 
— >’, \) _ 
= MeL ||| 1,0" WAR, 
= _ “inary * ica CA , . 
——————— ih Mm '£ 
| _ fs 3 /™. . 
me ° pu 
: | See — 3 
ie } a \ ————— -_ aici 
a Nie cod SR, ase ee 
er CJ= — “ FREE IDEA KIT starts your creative staff ‘ ‘ 
| ee Oo) 
, % 900, 099.000 MY . A\ FT ‘ier ‘ sia 
am eee 1 
-. to nee ag Se 
: COMPANY ig Now Nori 
oe MAIL THIS COUPON NOW! gs — es | 
| et ee | & 


Ge Seioncas ou Dudustry 
THE UNDISCOVERED TRUTHS 


Baws Wilbur Rice, in describing the events that led to the establish- 
ment of the first industrial research laboratory 50 years ago, once said: 


a4 

W. had learned that there was a field for all the various applica- 
tions of electricity ... and we were busy welding these together. The opinion 
seemed to have been generally held that no radically new developments 
could arise. Copper was the first conductor of electricity; iron the best for 
magnetism; carbon the best for electrodes for arc lamps and lamp filaments 
and for brushes for commutators. As far as we could see it was likely that 
these materials would always remain the best for their respective purposes.” 


@ 
; were only a few engineers who thought differently,” Rice 
added, “but upon their optimism and faith the new laboratory was built.” 


The benefits which have accrued to the electrical industry from-this 
laboratory in the past half century need hardly be reviewed. Uses for 
electrical power have increased a thousand-fold. Energy available to factory 
workers has multiplied many times. Every important advancement in the 
electrical industry—electronics, atomic energy, fluorescent lighting, to name 
only a few—has originated in this or similar research laboratories. 


pe more than ever before, men of science are charged with the 
responsibility of progress—a situation they meet with an attitude so well ex- 
pressed by Willis Rodney Whitney, the first director of that original labora- 


tory. 


a 
fF or me the present and future mean more than the past,” Dr. Whit- 
ney said. “The undiscovered truths of creation are, I believe, much more 
numerous and of greater import than the ones thus far discovered.” 


Charles €. Wition 


/ 


Charles Edward Wilson is President 
of the General Electrie Company 


This series of advertisements is published in the interest of a wider understanding of the role of sci: SCIENTIFIC 
ence in industry by the only U. $. magazine which covers all of the sciences. Reprints upon request: AMERICAN 24 West 40th Street, New York 18, N. Y. 
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REPRESENTATIVES’ CHOICE—New officers of the Los Angeles chapter of the Ameri- 

can Assn. of Newspaper Representatives are (left to right) Miles Turpin, Sawyer- 

Ferguson-Walker Co., vice-president; Charles E£. Fisher, of Reynolds-Fitzgerald, 

president; Chester J. Doyle, of Doyle & Hawley, immediate past president; and 
Charles R. Jamison Jr., Jann & Kelley, secretary-treasurer. 


AT PUBLISHER’S LUNCHEON—Among agency representatives at a New York luncheon 

given by Meredith Publishing Co. to celebrate the fifth anniversary of Better Homes 

& Gardens home planning service are (left to right) Peter Marron of Kenyon & Eck- 

hardt; William Schink, G. M. Basford Co.; Bob Erath, Kenyon & Eckhardt; and 
David Wasko, Donahue & Coe. 


FIRST ANNIVERSARY—Shirley Buchanan, 
the original “Miss KECA-TV,” joins Frank 
Samuels (left), vice-president and general 
manager of the western division, ABC, 
and Richard A. Moore, assistant to the 


general oy ny and —— of Ad ALL SET—Three of the executives responsible for the exclusive airing of the Louis- 
epovetens Tor Me aetwers’s westers di- Charles championship fight on CBS Sept. 27, have a laugh with the retired champ 
vsten, fe = iy yee first ad at his training camp. Left to right (surrounding Louis are) Lester Malitz, vice-presi- 
niversary on the air. The station marked dent of Warwick & Legler; Rudolf Pabst, vice-president of Pabst Brewing Co., and 


the occasion with an hour-long anniver- 


cate Chew on test. 13. president, Hoffman Brewing Co.; and Lawrence Lowman, CBS vice-president. 


YEAR OLD—To celebrate its first anniversary, KMTV, Omaha, provided a three-layer 

birthday cake fot the entire studio audience at the “Penny Auction” show. In the pic- 

ture a ber of the audi receives a piece of cake from Mrs. Edward May. Hold- 

ng the plate is Mr. May, president of May Broadcasting Co., and at the right is Glenn 
Harris, the Penny Auctioneer. 


LAGER 


1JC-Aated beer 


—- eS me 
fa BANK 5y MAIL 


FOURSOME—Shown at New York meeting of Bureau of Advertising’s plans com- 

mittee are (left to right): John C. Ottinger Jr., promotion director of the bureau; 

Donald Q. Coster, sales manager of BofA; Laurence T. Knott, Chicago Sun-Times, 
plans committee chairman; and Don U. Bridge, Gannett Newspapers. 


ALL SMILES—Harold S. Barnes (left), director of the Bureau of Advertising, enjoys CONTEST WINNERS—Winners in the transit advertising design side cards, services classification, Wells Fargo Bank & Union 


a chuckle with James Armistead of the Nashville B f & T and William contest judged at the 1950 convention of Advertising Association Trust Co., San Francisco. Agency, Honig-Cooper Co. Traveling 
O. Savage of the Cincinnati Post. By-play came during lull in meeting of the bu- of the West: Inside cagrds, product classification, Lucky Lager displays, Maier Brewing Co., Los Angeles. Agency, Milton 
reau’s plans committee in New York. Brewing Co., San Francisco. Agency, McCann-Erickson Inc. In- Weinberg Advertising. 
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Production Controls to Await 
New Data, Advisory Groups 
WASHINGTON, Sept. 21—Now that 
inventory ceilings and a general 
military priority are on the 
“books,” Commerce Department’s 
National Production Authority will 
disappear from the headlines for 
a spell. During the next few weeks 
it will concentrate on the job of 
recruiting advisory committees 
and gathering working data. 
Commerce Department’s basic 
policy is “move slowly.” Secretary 
Charles Sawyer says controls are 
necessary to protect patriotic busi- 
ness men and citizens from “me 
firsters.” But he is determined not 
to move into controls any faster 


By STANLEY E. COHEN, Washington Editor 


than the flow of military orders 
requires. 

At his meetings with the steel 
industry, the Secretary indicated 
that he prefers to leave allocations 
on a voluntary basis for the pres- 
ent. He promised that auto makers 
and other civilian consumers will 
be consulted before steel usage is 
arbitrarily cut. 

* . * 

Commerce’s inventory order 
isn’t much to get excited about. 
Though it will undoubtediy be 
tightened as time goes on, the 
“ceiling” is “the smallest quantity 
from which a person can reason- 
ably meet his deliveries.” What a 
picnic the lawyers will have quib- 
bling over that. There’s a break for 


publishers: Paper is not among the 
commodities covered by the “ceil- 
ing.” 
e . + 

From what we hear, Commerce 
Department’s special advisory 
committee of top admen had an 
inconclusive meeting here last 
week. The group chewed over ad- 
vertising’s potential role in mo- 
bilization. It agreed on nothing, 
decided to go home and think the 
problem over. 

. * + 

The Senate’s mobilization in- 
vestigating committee—descendant 
of the old Truman committee—is 
already needling the mobilizers. 
Chairman Lyndon Johnson (D., 
Tex.) told Resources Chief Stuart 
Symington that the government is 
too slow about moving in on “prof- 
iteers,” made Symington promise 
to name names, and requisition 
hoarded commodities if necessary. 

Johnson gave the Senate a syn- 
opsis of price increases since April. 
Among them: zinc, up 62%; tin, 
32%; rubber, 162%; burlap, 40%; 
print cotton cloth, 50%; wool tops, 
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Pulse Inc. Radio Ratings 
July 5-11, Aug. 1-7, 1950 


Boston, Chicago, Cincinnati, Los Angeles, New York, ines 
Richmond, San Francisco, St. Louis, Washington 


Grand Slam (Continental Baking, CBS) .... 
Helen Trent (Whitehall, CBS) ............ 
Our Gal Sunday (Anacin, CBS) 
1| Aunt Jenny (Lever, CBS) 
Wendy Warren (General Foods, CBS) 
Ma Perkins (Oxydol, CBS) 
Big Sister (P&G, CBS) 
Young Dr. Malone (P&G, CBS) 


Saturday and Sunday Daytime 
Theater of Today (Armstrong, CBS) 
Junior Miss (Lever, CBS) 
Stars over Hollywood (Armour, CBS) 
Grand Central Station (Pillsbury, CBS) .... 
Let’s Pretend (Cream of Wheat, CBS) 
The Shadow (Grove Laboratories, MBS) .... 
True Detective (Williamson Candy, MBS) ... 
Give and Take (Toni, CBS) 
Martin Kane (U. S. Tobacco, MBS) 
Hopalong Cassidy (General Foods, MBS) ... 


Pulse Network TV Leaders 


Aug. 1-7, 1950 


Boston, Chicago, Cincinnati, Cleveland, Dayton, Los Angeles, New 
York, Philadelphia, St. Louis, Washington, Columbus, New Haven 


Top Ten Evening Shows 
Crime Photographer (Philip Morris, CBS) .. 
Mr. Keen (Whitehall, CBS) 
Mystery Theater (Sterling Drug, CBS) .... 
Louella Parsons (Jergens, ABC) 
Stop the Music (Old Gold, ABC) 
Mr. D. A. (Bristol-Myers, NBC) 
Dr. Christian (Chesebrough, CBS) 
Hollywood Star Playhouse (Bromo- 

Seltzer, CBS) 
Mr. Chameleon (Sterling, CBS) 
Gangbusters (General Foods, CBS) ........ 


Daytime Five-A-Week 
Arthur Godfrey (Pillsbury, Wildroot, 
Gold Seal, National Biscuit, Chester- 
field, CBS) 
Rosemary (P&G, CBS) 


eee eee eee eee eee! 


sreeeweeeeeeeee O®) Martin Rane (U. 5. Tobacco, MBS) ...... 


lL; you no nd 
your catalogue... 
or booklet... 
or house organ... 


to be read 
from cover tocover... 


be sure it 
has a cover 


E 
\ 


| a cover of BUCKEYE or 
BECKETT—the good-looking, long-wearing cover 
stocks which have long been the first choice 

of admen and printers everywhere. 

14 colors, 9 finishes, to choose from in the 
BUCKEYE line; 10 colors, 9 finishes, in the 
lower-priced but very attractive BECKETT line. 
New sample books on request. 


The Beckett 
Paper Company 


Makers of Good Paper in Hamilton, Ohio, Since 1848 


Weekly 
Toast of the Town (Lincoln-Mercury, 

gh RIES 48 pO Pee ee ae 32.1 
Stop the Music (Admiral, Old Gold, 

ES ear rer ere 23.1 
Kraft Theater (NBC) ............c0005 21.8 
Lone Ranger (American Bakeries, General 

peer 19.6 


Masterpiece Playhouse (Sustaining, NBC) .. 17. 
Cavalcade of Stars (Drug Store "Pro- 

ductions, DuMont) 
Saturday Wrestling (Co-op, DuMont) 
Monday Wrestling (Co-op, DuMont) 
Trotting Races (Sustaining, NBC) 
Candid Camera (Philip Morris, CBS) 


15.5 


17.5) 


16.4 | 
15.9 


Multi-Weekly 


Howdy Doody (Mars, International Shoe, 


Kellogg, Colgate, Wander, NBC) ...... 128 
Cactus Jim (Sustaining, NBC) .... - 116 
Camel News Caravan (NBC) .... --- OS 
United Nations (Sustaining, ABC, CBS, 

GD . wWexkdendyds secedaknceeguted 10.9 


Captain Video (Johnson Candy, Rosefield 

Packing, DuMont) 
Roller Derby (Biatz, ABC) .. 
CBS News (Oldsmobile) 
Small Fry (Co-op, DuMont) .. 
Lucky Pup (Ipana, Sundial, CBS) 
Garry Moore (Sustaining, CBS) 


61%; steel scrap, 58%. He listed 
dozens of military equipment 
items, all costing the government 
10% to 50% more than a few 
months ago. 

* + © 

Mobilization investigators were 
making life miserable for Muni- 
tions Board Chairman Hubert 
Howard, who resigned Monday. 
They say his board bungled rubber 
stockpiling, missed the opportunity 
to put aside supplies while prices 
were low. Howard’s exit wasn’t 
a retreat under fire, however. He 
felt his old friend Louis Johnson 
got a raw deal. 

* e & 

Mobilization is bringing promo- 
tions for top military officers 
again. Among the new nominees 
for brigadier general is Col. T. R. 
Rampy, auditor general of the Air 
Forces. Incidentally, Col. Rampy 
has just written a splendid article 
explaining the whys and where- 
fores of military auditing, price 
negotiation and renegotiation. It’s 
important reading for any agency 
that has clients working as mili- 
tary contractors or subcontractors. 
Reprints are available by writing 
Auditor General, U.S. Air Service 
Washington 25, D.C. 

+ = * 

Civilian defense planners deny 
trade rumors that all radio and 
TV stations would be taken off the 
air in the event of war. Govern- 
ment’s newest civilian defense 
plan says radio and TV should be 
used extensively to help the pub- 
lic understand emergency plans. 


Since radio and TV signals can be! 


used to “home” enemy planes and 
guided missiles over U. S. cities, 
they would go off the air in the 
event of an alert. But they did that 
during World War II. 

= * » 

Income tax payers got encourag- 
ing news from Senate finance com- 
mittee chairman Walter George 
(D., Ga.). He says he hopes to 
boost federal revenue another 
$7 billion next year, without an- 
other hike in personal taxes. He’s 
thinking of an excess profits tax, 
a tax on income of cooperatives, 
and perhaps higher excise taxes on 
“luxury” goods. It’s too soon to re- 
lax: President Truman will prob- 
ably ask Congress for $10, not $7, 
billion. Chances are he will want 
another income tax boost for 
everyone receiving over $5,000. 

* * e 

“Luxury” housing is a top pri- 
ority item on the list of things 
the government wants to discour- 
age. The weapons are being forged 
at Federal Reserve Board. The 
plan: tougher financing require- 
ments for “high” price homes— 
those selling for more than $8,000. 
There’ll be an exception for vet- 
erans. 


Wilson to Visual Methods 

W. Barry Wilson, formerly in 
charge of the publications section 
and public relations for the U. &. 
Navy Special (Training) Devices 
Center at Port Washington, N. Y,, 
has joined Visual Methods Co, 
New York, sales training agency. 
Mr. Wilson will serve as secretary 
and head of the editorial depart 
ment. 
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U. S. CENSUS, 1950, PRELIMINARY, CITY POPULATION 
MONTGOMERY, ALABAMA 
METROPOLITAN MONTGOMERY, 138,129 


% 35.3+ PERCENT INCREASE IN 
CITY SINCE 1940 


%& 24.2+ PERCENT INCREASE IN 
CITY AND COUNTY SINCE 1940 


FOR MORE DETAILS ON ALABAMA'S 
CAPITAL CITY AND CAPITAL MARKET ASK 
KELLY SMITH COMPANY 
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COMPANION’S DRAMATIC ADVERTISING GAINS IMPRESS MEDIA HEAD © 


J. Walter Thompson’s George Pearson hears of 9-month advertising increase! 


Dick Hohmann, COMPANION representative, has a great story 
to tell and he is passing it along to one of the top men in the 
agency business, George Pearson, Director of Media, J. Walter 
Thompson, Inc., Chicago. 

Here it is: On the heels of a substantial advertising gain for the 
first eight months of this year, the COMPANION has recorded a 
new increase in September —a boost in advertising of 12 pages 
or 15.3 per cent over the same month in 1949! 


Only a magazine which meets all the basic interests of Ameri- 


can women today could win such an eloquent dollars-and-cents 
tribute from the advertisers! 


No wonder media buyers all over the country are learning that 
in the women’s service field the COMPANION is the magazine to 


watch! 


—(OMPANION 


AVERAGE CIRCULATION: MORE THAN 4,000,000 
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Boston Edison’‘s Plan 
Reverses Sales Trend 


Broke with Traditional 
Sales Methods; Electric 
Appliance Use Doubled 


By JOHN CRICHTON 

Boston, Sept. 21—This is the 
story of how Boston Edison Co. 
reversed national appliance sales 
trends in 1949, recording gains up 
to 93%. With the arrival of alloca- 
tions in the appliance field, a by- 
product of the Korean war, it may 
be some time before an appliance 
manufacturer or a utility faces a 
similar problem. 

But Boston Edison—through 
consistent advertising, use of dom- 
inant space, and intelligent ap- 
plication of cooperative funds— 
was able to boost its sales up to 
114% on some appliances, while 
the national market was declin- 
ing from 26 to 37%. 

In 1948 Boston Edison came to 
a critical decision. It decided that, 
while its appliance sales were im- 
portant (and the sales through 
the company’s 32 stores make it a 
major factor in the marketing of 
appliances in Boston), its prin- 
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cipal problem was to increase the 
sale of current. 


s Edison figured in 1948 that its 
market had reached a 5% satura- 
tion point. That is, about 5% of 
the homes in its area were using 
all electric appliances. Boston, like 
many another major city, is pri- 
marily a “gas town”; Boston Edi- 
son wanted more homes to “live 
electrically.” As of mid-1950, 
while its market has considerably 
expanded due to new home con- 
struction, BE figures it has reached 
10% saturation. 

Since it wanted to sell current, 
WE decided that it would break 
with appliance selling tradition. 
Previously it had advertised one 
manufacturer’s products at a time; 
what it now proposed to do was to 
use full pages, splitting the half- 
page cost among six manufac- 
turers. 


ws Further, Boston Edison, like 
other utilities, pays the national 
rate. This meant that manufactur- 
ers had to participate at a higher 
figure than they were accustomed 
to with retailers, and it also meant 


SOSTON EDISON COMPANY'S 


MERCHANDISING AND PROMOTION PLAN FoR 1949 
1% COOPERATION WITH Mectnste, rere 


@ GASATER BOSTON 


PITCH—At this meeting, late in 1948, plans for Boston Edison’s cooperative drive 
were disclosed to dealers. John C. Dowd, head of the agency bearing his name, 
outlines the cooperative program to the assembled dealers and distributors. 


Advertising Age, September 25, 1950 . Adverti: 


ELECTRIC RANGES CONNECTED TO BOSTON EDISON LINES 
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RANGE SALES—Here’s how range sales continued to climb vent of allocation—sales are considerably higher than 1949 © ake 
in 1950, right up to the time the Boston Edison Co. modified (when the free wiring plan was put into operation) and ‘way territor; 
its installation plan. Note that—even with Korea and the ad- above those of 1948. sixth of 
which it 
that BE’s agency—John C. Dowd] are notable exceptions. Several Then Edison set up a meeting for 1949, an 
Inc.—could be paid for its creative} suburbs have their own utilities,| its entire management personnel, had sold 
and merchandising assistance. or buy only bulk power from BE,| and explained in detail what the stalled 
Having decided that its own ap-| or from other New England utili-| campaign was about, what was 

pliance sales could never single-| ties. Thus, in buying*major media} involved in it, and what it was a Thep 

handedly boost current sales/ throughout the Boston market, the} hoped the drive could accomplish. volved 
enough, the utility proceeded to/| utility was accepting a consider- The next meeting was for all Electric, 
lay out a new plan. able degree of waste circulation. | appliance dealers in the area, re- Westing 
Meetings were held between the} Further, it told the representa-| gardless of whether they carried [tor and- 
utility and manufacturers’ repre-| tives, any dealer could tie into the| the lines with which Edison was [©0. For : 


sentatives in the New England 
area. Edison asked the representa- 
tives to get a change in the co-op 
policy—which usually calls for 50- 
50 participation on a single line 
at a time, and for the use of man- 
ufacturers’ mats. Edison intended 
to use manufacturers’ mats for 
the actual product illustration, and 
would draw the copy direct from 
the manufacturers’ sales promo- 
tion material, but it intended to 
put together a coordinated cam- 
paign. 


we It pledged a consistent, well- 
planned campaign, using four Bos- 
ton newspapers on a cooperative 
basis, plus painted spectaculars, 
car cards and radio. In addition, 
the company would foot the bill 
for foreign language and suburban 
newspaper promotion. 

Edison services a great deal of 
the greater Boston area, but there 


promotion it planned, using the ma- 
terial for merchandising in any 
way he saw fit. 

The representatives took it up 
with their home offices, and they 
bought it, 


Edelweiss 


EADERTENL 


You've heard it before and you'll hear it again... 
“There's no substitute for experience. 
increasing group of advertisers is learning that 
thirty-seven years of Atlas know-how is an impor- 
tant factor in the production of top quality films 
for television . . . films that produce results. With 
complete creative, photographic, recording, and 
laboratory facilities under one roof, we are 
equipped to handle any job, large or small, with 
speed and efficiency. Your inquiry is invited. 


1111 South Blvd., Oak Park, Illinois 


Established 1913 


An ever- 


228 N. LaSalle St., Chicago 


cooperating, and this meeting in- 
cluded department stores promot- 
ing private brands (to repeat, the 
object of the drive was to sell cur- 
rent by selling appliances). 

The dealers, many of whom were 


CO-OP PANEL—This is one of six spectaculars, each devoted to one of the six 
participating companies in BE’s drive. Note that half the board is devoted to 
plugging Boston Edison. 


wary, were promised five specific 
promotions, and urged to tie in 
with the campaign, to time their 
merchandising to coincide with 
Edison’s drive. 

These were the five promotions: 
electric laundry, starting Jan. 17, 
1949; electric kitchen, kickoff 
March 21; electric cooling, June 
27; electric kitchen, Aug. 29; and 
electric Christmas gifts, Nov. 14. 

The dealers bought it, too. 


w Here again, Edison was being 
reasonably altruistic. As a utility, 
it cannot finagle with prices. It 
sells at list—period. It carries a 
wide range of products in its 
stores, and it has known for a 
long time that dealers use Edison 
stores as showrooms. “Go over to 
Edison,” the dealer tells a pros- 
pect, “see what model you want, 
come back here and we’ll talk 
price.” 

In March, 1949, as the electric 
kitchen promotion came up, Edi- 
son gave it a mighty hypo—it an- 
nounced a. free wiring plan for 
any electric ranges sold, provided 
it was connected to an Edison 
line. Further, the range could be 
bought from anyone, not just the 
utility. The offer was made “for 
a limited period” and ended June 
30, 1950. 

A free range wiring is quite a 
consideration. The actual saving 
runs to about $20. In earlier days, 
Boston Edison required the pur- 
chaser of a new range to obtain 
three estimates of the cost, and 
would allow the customer about 
$40 on the wiring—which not in- 
frequently ran to $60. Since the 
end of the offer, BE has reverted 
to the $40 figure, but no longer 
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'requires purchasers to obtain three 
estimates. 


s Among the first of the other 
appliance dealers to realize the 
significance of the free wiring of- 
fer were the department stores, 
which promptly inserted the fact 
into their ads. The offer was lim- 
ited to one and two-family houses 
where “no unusual or abnormal 
wiring conditions exist” (a Bos- 
ton precaution-—-some Hub houses 
are built like fortresses, with walls 
calculated to dismay Indians and 
electricians alike). 

The campaign was now in high 
gear, and the manufacturers could 
see that—wrapped up in this pack- 
age—cooperative money wasn’t 
being frittered away, piece by 
piece, in small-space copy. 

For the record, the drive helped 
Edison appliance sales too. In its 
territory, it accounted for one- 
sixth of all range installations (on 
which it has an accurate count) in 
1949, and up to the middle of 1950 
had sold one-fifth of all ranges in- 
stalled on Edison wires. : 


s The principal manufacturers in- 
volved were Crosley, General 
Electric, Hotpoint, Frigidaire, 
Westinghouse, Universal, Kelvina- 
tor and—to a lesser degree—Phil- 
co. For some of the Christmas pro- 


ae Abou! reer 
<n eee 


a 
covm EDISON 


FREE WIRING—The offer of free range 
wiring—regardless of who sold the range 
—anywhere on Edison’s lines was a big 
| boost in the campaign. Notice the lay- 
out which permits six manufacturers to 
share the drive. Space was allotted with 
absolute mathematical fairness. John C. 
Dowd Inc. was the agency. 


CAR CARDS—Boston Edison elected to use the “manufacturer's paper” on car cards; 
thus each was devoted to a single range maker, and each carried merely a slug 


line on BE’s deal. 


clined 34% nationally in 1949 com- 
pared to 1948, Boston Edison in-| stallations were up 114%. 
stallations were up 59%. 

2. While U. S. water heater sales 
were off 33%, BE installations| stallations were up 25%. 
And the accompanying chart 


were up 46%. 
shows how the sales continued to 


3. While automatic washer sales 


4. Ironing 


declined in the U. S. 26%, BE in- 


machine sales de- 
clined nationally 37%, but BE in- 


grow in 1950. In June, it looked as 
if 1950 range installations might 
run 50% ahead of 1949, James V. 
MacDonald, advertising director, 
said. : 

But as an example of what com- 
manding space and consistent ad- 
vertising can do, even in a gen- 
erally declining market, and as a 
clear-cut example of reconcilia- 
tion of interests (the dealer’s, the 
utility’s, the distributor’s, the 
manufacturer’s) it has commanded 
considerable attention in the ap- 
pliance industry. 

Boston Edison itself is now us- 
ing half-pages, sharing cost with 
three or four manufacturers. But 
one of its competitor utilities, 


whose territory conjoins Edison’s, 
has asked to be advised on Edison’s 
promotion schedule this fall, and 
plans to time its promotions with 
Edison to give the drive added im- 
pact. 


To Direct Crosley in Canada 
Tandy Advertising Agency, To- 
ronto, will direct the promotion 
for Crosley radio and TV receiving 
sets, following the acquisition of 
exclusive Canadian manufactur- 
ing and distribution rights by 
Brand & Millen Ltd., Toronto. 


Huguenin Agency Moves 

Huguenin Co., Auburn, N. Y., 
has moved to new offices at 9 
South St. 
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motions the number of cooperat-_ 
ing traffic appliance manufactur- | 


ers rose to 20—and during this 


period some of Edison’s radio | 


shows were completely taken over 
by manufacturers—but in Edison 
stores alone, sales of traffic ap- 
pliances in the pre-Christmas 
shopping period rose 60%. 
Except for brief periods, the ra- 
‘dio purchases came out of BE’s 
own budget. Some other promo- 
tion—like the “Edison Shopper,” 
a bill stuffer which goes out with 
monthly bills—isn’t figured into 
the cooperative picture. As for 
how much Boston Edison spent 
on the job, no definite figure is 
given—but the rule of thumb for 
utility advertising is $1 for each 
customer, and BE has 372,000 cus- 
tomers in the Boston area. 


~@ For this sizable expenditure, 


look what happened in Boston: 
1. While electric range sales de- 


SOUNDS LIKE MAGIC = WORKS-LIKE MAGIC 


YOU could set type for an ad like this right ot your own 


dosk. It's no trick at all with FOTOTYPE - the streamlined | 
+ successor to metal type. Just slip die-cut cardboard 


letters into exclusive, self-aligning composing stick. 
Slashes type costs. Makes layout preparation easier, 
faster. Wide selection of type faces. Catalog free! 


FOTOTYPE,INC., 1415 Roscoe, Chicago 13 


— one 


, ~ 


at i 
vey ' 


Simply remove protective cov- 4 
\ ering and press display in 
place. ‘‘Stays put,"* until pur- 
Dy posety removed. 
” —T 


WE DO NO PRINTING 
Your own printer will get KLEEN-STIK for you 


Ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. 


A small Kleen-Stik spot in each corner or a thin strip down each 
side is all you need for perfect adhesion. Kleen-Stik'd pieces 
can be used on practically every surface — WINDOWS * WALLS 
© COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * 
CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS | 


KLEEN-STIK Not a glue, paste or cement, but 


a patented, permanently active adhesive applied to your printed 
pieces (over-all, spots or strips) that adheres to any smooth, clean 
surface when pressed in place. 


KLEEN-STIK 


Make sure your next point-of-purchase piece is 
used. Kleen-Stik, the versatile moisture-less ad- 
hesive, not only “Gets It Up”... but KEEPS IT 
UP. Kleen-Stik adheres to any smooth, clean sur- 
face (metal, wood, glass or plastic) and is easily 
removed too! Whether placed on a cold refriger- 
ator or on a sun-beaten window, your Kleen-Stik’d 
display “stays put” until intentionally removed. 


KLEEN-STIK 


Wakes Every Place an 4Aduertising Space! 


: Send for ideas and FREE samples today! : 


Fill out and mail this coupon 
portfolio of 
samples and ideas, 


for interestin 


COMPANY. 


CITY. ZONE 


STATE. 


225 N. MICHIGAN AVE. 


KLEEN-STIK PRODUCTS, inc. 


CHICAGO 1, ILLINOIS 


' 69 sa 
| Lonty eh — <r * * rs é 
: f F; “F, Be | ra, oy ee i ate 
: PRC See, Se 
. : Elect ca) | —— 
| | C Range \ i Coma = | 
5 os * as 
i | aeten rise nyt Me890 Wile nn = ae P 
: EE... FO a o 
L ee Gt eee ee Oe, ee: os 
, ae 
el, | 
he Ea TE EERIE Pals thin A ee cies ES A 
; | ‘ 
as ot WS P Ve a ce “ 
1- E\s\ aS ANS ann ase eS 
- % Ny ; i, — he \ \ ice ee Di S | a —— 
"| G2 I te i SOD ket Gl - ieee _ _ 
— TOPAY ™ Ag \\ a \ es ae . *. 
as See | \ \\ CP. Ve \ —_ e ce a — ay 
i iin ‘a - SAL | a Se me 
1 SS eee 1 Wi  ) fot eR ee 
eoeley IW NG geet) Wy 2 
fe Aw )\ ee AA wate 
— _ —— an . 
| AR Oe EVO \ ad 
| | \ \\ \i PANN AN vw - 
“ a ¥ \ “Gal 9 eA L\Gae 1 . . | 
" | ANY ai ake, irom Bire-ley’s | 
h | \\\ ~~ a 
7 a 
‘ i i oe a -_ - - ? 
eg Me Woistencless Self Sticking Adhesive 
: h in PEEL‘ 
Re. \ and | | 
Wi PRESS 4 : 
| LU 5, Stays'y 
x 
c _ ee 
SEIT ES TI Exclusive with KLEEN-STIK eciiieabdiaiigebsreidiiictiiadlien obs we 
: A Got 
Pro wee) eed (eal — = oe 
\ > : 
| ' iS ad! a I é 
; | R\ used in’ = ; 
; ee No PARTE ETRE 
; | Seimei iii = ( 
; rrr at ; 
——— 
— O—e XL 


Study Relates Movie 
Going to Ad Volume 


(Continued from Page 1) 

Its premise that the decline of 
movie attendance since 1946 has 
not been arrested because adver- 
tising and publicity budgets were 
reduced, when they should have 
been maintained or increased, is 
backed by these figures: 


National 

Average Total Newspaper 
Attendance Magazine Advertising 

Each Week Advertising (agate lines) 
1946 80,000,000 $7,000,000 3,000,000 
1947 70,000,000 6,000,000 2,000,000 
1948 60,000, 5,000,000 1,000,000 
50,000 4,000,000 1 000 


1949 50,000,000 4,000, under 1,000, 
(Radio and cooperative advertising totals not 
available.) 


s The attendance figures represent 
weekly admissions, not total num- 
ber of patrons, i.e., in 1946 there 
were 60,900,000 people buying tick- 
ets each week with some going 
more than once. The advertising 
totals were gathered by ARI. 

ARI says the principal result of 
decreased advertising and public- 
ity has been a decline in “penetra- 
tion.” The research organization 
has a regular service to measure 
the proportion of the movie goers 
who know about a forthcoming 
picture at various stages prior to 
release and following release. This 
proportion is called “penetration.” 

A picture’s penetration is the 
proportion of the movie-going pub- 
lic (people who have been to a 
movie within the past three weeks) 
who, at a given point in time, 
know there is such a picture and 
some of the relevant facts about it. 


a In a recent issue of its “Monday 
Morning Post,” ARI said: “We 
have been measuring the penetra- 
tion of most of the industry’s ‘A’ 
product and some of its ‘B’ product 


for many years. In the past two or 
three years a noticeable decline in 
the penetration of pictures has 
been occurring. Fewer and fewer 
people know about a forthcoming 
picture or pictures in release. 
“Some observers when informed 
of this fact are inclined to interpret 
this as indicating a loss of interest 
in motion pictures. An element of 
this may be involved, but much 
more likely is the sharp cut-back 


by motion picture companies of| ; 


expenditures for advertising and 
publicity. Advertising and public- 
ity curtailment is bound to reduce 
the penetration of pictures, and 
the available facts would indicate 
that most of the drop in penetra- 
tion is a direct result of the cut in 
such expenditures. 


s “The decline in penetration has 
tended to parallel the decline in 
attendance. While we would not go 
so far as to say the drop in pene- 
tration is responsible for the drop 
in attendance, it is undoubtedly a 
contributing factor. Studies have 
shown that penetration is a vital 
ingredient of box office. At least 
30% of a picture’s film rental, on 
the average, can be attributed to 
penetration. 

“It follows then, that any decline 
in penetration of pictures will be 
felt at the box office of the coun- 
try’s theaters. In 1946 the average 
penetration of ‘A’ pictures in shown 
areas (localities where a picture 
has opened) was 55. In 1949 it was 
down to 43.” 


ws In general, these figures are 
based on the pictures ARI has 
checked for its clients. They do 


FRESH FRUITS AND VEGETABLES ARE BIG BUSINESS 


$ SIX BILLION PER YEAR 
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The 16,000 Commercial 
Growers, Shippers, 
Brokers, and Receivers 


-— 


get your share of this Mul 


= who handle 90% of this 
volume read THe Packer, 
use it as a buying guide 
in the trade. These 
readers are Owners. 
They do the actual buying 
of harvesting equipment, 
packing house machinery, 
containers, packa 
supplies, freighting, cars 
and trucks, and 


This weekly newspaper—jfarm paper—business paper has been the 
spokesman of the produce business since 1893. A 57 man staff in 47 
produce centers provides readers with vital trade information. They 
build the readership that can be turned into more sales for you. 


Get the facts on this fast moving, big volume industry. Your 
PACKER Media File has them. Mailed on request. 


THE PACKER 


SECOND AND DELAWARE STREETS * KANSAS CITY 6, MISSOURI 


B, C AND E—These are three of the five 


1946. (Ad ‘‘A"' was like “'B,"’ and ‘'D"’ like 


Audience Research Institute tested for Columbia Pictures in 


Jolson blackface or not—and tests showed the color made almost 
no difference.) ‘'B'’ (left) led in want-to-see with a 75% rating; 
“C" (center) had a 73% rating and “E'’ 69%. More important, 
interviews showed the ads rating highest also had a higher want- 


Advertising Age, September 25, 1959 : 
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be ee. 


; HIS LOVE SONGS INSPIRE 
// MILLIONS TO ROMANCE! 


“The Greatest 


Ensertainer 


coteeeie risieats 


high-rated ads which _to-see rating a 


“C," only in showing 


a fair 56%.) 


older people who go to movies less often, 


mong 
Also, ads ‘‘A" and “B" had a 66% rating for ‘‘percentage who, 
when shown ad, wanted to see the picture because of its enter- 
tainment—music, songs, etc."’ ‘‘C'’ rated only 56%, ‘‘D'’ 56% 
and “E'' 53%. This was considered favorable in the light of 
other tests. (One had shown ‘The Jolson Story" want-to-see at 


on Columbia Pictures, RKO and 
Disney as regular users of their 
many services. However, from 
time to time, checks are made of 
other pictures as a matter of in- 
formation. 

Data collected for clients are 
passed on without conclusions be- 
ing expressed. From there on the 
studio accepts or rejects the in- 
formation collected. Usually, the 
correlation of ARI surveys with 
the actual results that follow is un- 
known to the research firm. 

However, it does have complete 
data for a total of 30 “A” pictures 
released during 1947-1948. The pat- 
tern which can be pieced from 
these pictures, says ARI, shows 
conclusively that its measurements 
have yet to vary significantly from 
the results they project. 


@ They have learned that when 
“want-to-see’—the interest of 
movie-goers in a specific picture, 
title, cast and story—and satisfac- 
tion and enjoyment of the picture 
when seen, are equal, penetration 
represents the factor which ac- 
counts for the difference in reve- 
nue between two pictures which 
are equal. On an average, one 
penetration point has been found 
to equal $50,000 in film rental. 

On the other hand, a high pene- 
tration does not bring in the reve- 
nue when enjoyment and want-to- 
see are not up to average. You 
can’t advertise a poor movie to 
success. One thing is also certain: 
There have been no high grossers 
when penetration was weak. : 

Using the figures from the 30 
pictures for which they have com- 
plete data, a number of interesting 
comparisons can be made. Break- 
ing them down into two groups 
on the basis of penetration, the 
first had a penetration of 31, a 
want-to-see of 54, and enjoyment 
of 40, with an average gross of 
$1,300,000. The second group had 
a penetration average of 53, a 
want-to-see of 64, an enjoyment 
rating of 50, with an average gross 
of $2,367,000. 


a In another breakdown, where 
want-to-see and enjoyment of two 
groups of pictures were approxi- 
mately the same, an average dif- 
ference of 19 penetration points 
brought an average gross of $2,- 
433,000, as compared with the av- 
erage of $1,500,000 for the low 
penetration group. 

Another comparison relates pen- 
etration to money spent for adver- 
tising and publicity. In this, one 
group of five pictures, with bud- 
gets for national and cooperative 
advertising ranging from $84,000 
to $120,000, had an average pene- 
tration of 28 and an average gross 
of $1,200,000. 

Five others, which attained a 
penetration of 61, had correspond- 


ingly higher budgets which ranged 


many special jobs, but can count, 


from $225,000 to $321,000, and 
reached an average gross of $2,- 
900,000. The difference of 33 pene- 
tration points, says ARI, accounted 
for the better than doubling of 
gross. 

It is because of these facts that 
ARI says it believes it is possible 
reasonably to conclude that the 
decline in advertising and publicity 
budgets since 1946 has played a 
major part in the decline in movie 
attendance. 


m The year 1946 is used as a basis 
for comparison because it was a 
peak year, a postwar year, and the 
year in which the British imposed 
their restrictions on American the- 
ater products. This was an imme- 
diate 25% cut in revenue. To com- 
pensate, ad and publicity budgets 
were slashed, and they have never 
been restored to the position they 
held at that time. 


‘The Jolson Story’ 

In an effort to show more com- 
pletely just how its research can be 
applied to the planning, titling, 
production and promotion of a pic- 
ture, a series of actual case histo- 
ries is planned by ARI. The first, 
now in print, deals with the now 
classic “The Jolson Story,’’ whose 
smash success is well known. 

The choice of the title, the meas- 
uring of want-to-see in terms of 
copy used in advertising, which 
was extensively pre-tested, are a 


story in themselves. The picture 
was sensationally successful at the 
box office, but before its release 
little was expected from it in in- 
dustry circles. 


a The first testing on the picture 
was of the title, “Minstrel Boy,” in 
August, 1945. This title got an 87 
rating index for audience reception 
among a nationwide cross-section 
of movie goers. This compares with 
an index of 100, average for all 
titles tested, and means that for 
every 100 movie-goers attracted to 
the box office by the average title, 
“Minstrel Boy” would draw 87. 

It was found, however, that the 
title did describe fairly accurately 
the planned picture. More than 
half thought it would be a musical 


‘ 


or minstrel show. The second test “ 
was made in November, 1945, of » 


the title, “The Al Jolson Story.” 
Its index of acceptance, 128, placed 
it in the top 10% group. Nearly all 
interviewed had heard of Al Jolson 
and had a good idea of what the 
picture would be about. 

A plus was found in that this 
title had its greatest draw among 
older people and infrequent movie- 
goers (it is believed that this ap- 
peal to the untapped market con- 
tributed much to the success of the 
picture), and a strong appeal to 
the average patron. 


ws In December, 1945, the subject 
matter, or story idea, was tested. 
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Advertising Age, September 25, 1950 


This test was ordered by the ad- 
vertising department of Columbia 
Pictures to evaluate the ‘subject 
matter from the point of view of 
advertising. The rating obtained 
was 132, which placed it in the 
top 10%. 

It was learned that although a 
majority of movie-goers reacted to 
the story in terms of Jolson’s per- 
sonality, two out of three of those 
who found the story appealing 
mentioned other elements, such as 
the music, singing and entertain- 
ment. Younger movie-goers were 
attracted particularly by the mu- 
sical aspects. Evidence was clear 
that the picture would have great 
drawing power. 

On January 16, 1946, a report 
was made on want-to-see. This 
was concerned with determining 
the extent to which movie-goers 
thought Al Jolson would be in the 
picture, although not billed in the 
cast. It was also to learn whether 
people thought it would be a “se- 
rious life story” or a “musical.” 


s The reports resulting from this 
study contained the first informa- 
tion directly concerned with the 
selling and advertising problems 
confronting distribution depart- 
ments. The want-to-see testing 
was designed to measure the ap- 
peal or drawing power of the pic- 
ture’s cast, title, and story idea in 
combination. It was known the 
cast had little drawing power. The 
title was exceptionally strong. The 
story idea tested high. 

Although the average movie- 
goer buys tickets more on the 
basis of title or subject matter, 
“The Jolson Story” had practically 
no cast from the box office stand- 
point. The question was: “Could a 
strong title and subject matter 
compensate for the unknowns in 
the cast?” 

This test brought the conclusions 
that. story information in the ad- 
vertising and publicity material 
was definitely advantageous, and, 
copy emphasizing the music and 
entertainment qualities of the film 
would produce best results. 


es Forty per cent were found to 
believe that Al Jolson would ap- 
pear in the picture although his 
name was not billed in the cast. It 
appeared clear that it would be 
necessary to take every precaution 
to dispel such belief in order to 
avoid a certain amount of audi- 
ence disappointment. 

In searching for the best title, it 
was found the three tested ranked 
in the following order: “The Al 
Jolson Story,” “The Joison Story,” 
and “The Story of Al Jolson.” 
There was a wide range of accept- 
ance between the three, but the 
second best, “The Jolson Story,” 
was selected for several reasons. 

Not as strong as “The Al Jolson 
Story,” the tithe was considered by 
Columbia to lend itself more read- 
ily to advertising and publicity 
for the picture. Also, it was con- 
sidered a more general title, and 
people would be less likely to ex- 
pect Jolson in person if the first 
name were eliminated in the title. 

The next test was made in 
March, 1946, to see if the 27 songs 
in the picture were well remem- 
bered, and if any were recalled 
as being especially enjoyed. The 
songs proved to be remarkably 
well remembered —13 by more 
than half of the respondents, and 
eight by better than two out of 
three. 


mw On April 29, 1946, ARI delivered 
a market analysis of the picture. 
This furnished a description of the 
picture’s market and a review and 
integration of the findings in pre- 
vious tests for the purpose of out- 
lining the most effective selling 
approach indicated by the findings. 

The pattern was summed up as 


follows: 
1. Attach every label to the pic- | 


| 


ture which will point up the) 


picture’s entertainment quality. 

2. Be sure to emphasize the mu- 
sical elements of the picture in 
advertising directed to females and 
youngsters. In these two groups, 
the want-to-see was materially in- 
creased by a story description 
which put emphasis on these 
elements. 


a With all these considerations in 
mind, five advertisements were 
made up for testing. This measure- 
ment has nothing to do with stand- 
ard reading and noting tests. ARI’s 
advertisement want-to-see has only 
one purpose, that of measuring the 
percentage of movie-goers who, 
upon seeing the advertisement, say 
they will want to see the picture. 
It is assumed that advertisements 
submitted for want-to-see tests 
conform to the principles of ad- 
vertisement construction, assuring 
a high level of reading and noting. 

All five ads tested exceptionally 
high. All but one produced want- 
to-see in the 70’s and the top ad 
got 76. It was reported that an an- 


alysis of the comments of those 
interviewed shows that the highest 
ads in terms of want-to-see were 
also highest in their suggestions of 
music and comedy entertainment, 
and lowest rated ads were lowest 
in their suggestion of entertain- 
ment. This confirmed previous an- 
alysis of the picture’s best appeals. 

Both white and black face illus- 
trations were used to get reactions. 
This latter test was aimed at the 
South. It was found to be a minor 
problem. 


w The testing of advertising was 
considered of great importance be- 
cause it was apparent the ads must 
be strong in drawing power in view 
of the relatively unknown players 
in the cast. The picture’s want-to- 
see was 56, not the mark of a top 
grosser. It was felt the picture 
could only reach that class through 
a superlative advertising and pub- 
licity campaign, and a superb pro- 
duction job. 

The number of songs to be listed 
was finally set at the 15 most pop- 


ular of the 27 in the picture. It was 


discovered that although young 
people were attracted by the “bar- 
gain” aspect of “27 songs plus the 
highlights of 16 Broadway shows,” 
older people were not so much in- 
terested in numbers as in the op- 
portunity to hear old favorites. 

With this information to guide 
promotion efforts, by the time the 
picture opened in New York, on 
Oct. 12, 1946, a penetration of 55 
had been achieved and, as national 
and other advertising began to be 
felt, it reached a peak of 77 the 
following January, at which point 
it leveled off. 


Phelps Elects Sullivan 


William F. Sullivan, for more 
than 30 years associated with 
Phelps Publishing Co., Spring- 
field, Mass., has been elected 
president of the company, suc- 
ceeding James A. Falconer, who 
resigned as president, treasurer 
and director. Judge Donald M. 
Macaulay, vice-president, will 
assume Mr. Sullivan’s duties 
as secretary and clerk. Elsie C. 
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Hawkins, assistant treasurer, will 
serve as acting treasurer until a 
permanent appointment is made, 
and John Straight will continue 
as sales and production mana- 
ger of the company, which pub- 
lishes New England Homestead, 
Ring Magazine and many pulp 
magazines. 


Sponsors Weatherman Series 


M. Walter & Co., stainless steel 
windows and screens, through 
Fitzmorris & Miller Advertising, 
Chicago, will sponsor on Tuesdays 
and Thursdays a new “Weather- 
man” series, to be seen Mondays 
through Fridays, 5:45-5:55 p.m. 
on WNBQ, Chicago, starting Sept. 
19 for 52 weeks. The program is 
sustaining Mondays, Wednesdays 
and Fridays. 


Plans Dog Food Drive 


Animal Foundation Inc., Sher- 
burn, N. Y., maker of Hunt Club 
dog food, has announced plans for 
its largest advertising campaign. 
Newspapers will be the principal 
medium for the dog food product. 
Moser & Cotins, Utica, N. Y., han- 
dles the account. 


. . - and Good Papers Begin with 


Good Paper Work 
Begins in the Paper Machine 


CHAMPION! 


HAMILTON ENAMEL... 


Improved quality and greater value 


FALCON ENAMEL... 


An old brand in a new quality 


FORMAT ENAMEL... 


“tyhapie ORL Sed Fs 
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A new economy coated grade 
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District Sales Offices in New York +. ¢ Philadelphia 
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Artist's drawing 

of one of Champion's 
giant machines for 

making fine enamel! papers. 


SEVEN GREAT 
ENAMEL PAPERS 
Satin Proof 
Hingefold 

Refold 

Wedgwood 


Hamilton 
Falcon 
Format 


Coated Offset 
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Editor's Crystal Ball 
Is Clear, McDonald Says 

To the Editor: My compliments 
to you on the splendid lead editor- 
ial in your issue of Sept. 4, titled 
“A Blow To Television?”. Your 
editorial is sound, and your crys- 
tal ball is not “badly clouded.” 

The theater owners intend step- 
ping in and have frankly admitted 
it. I am enclosing a copy of a letter 
I sent to all advertising agencies 
June 15, with which letter I en- 
closed a copy of my June 6 letter 
to Frank Stanton, president of 
Columbia Broadcasting System, 
and the brochure put out by the 
Theater Owners. A copy of my let- 
ter to Frank Stanton and the 
Theater Owners of America book- 
let also went to every member of 
Congress and the commissioners of 
the Federal Communications Com- 


mission. If you have not seen this 
TOA brochure before, you will 
find that you don’t have to prove 
their intention of monopolizing 
major events—they admit it. 

I intend writing another letter 
to the advertising agencies in 
which I compliment ADVERTISING 
AGE on this timely and sound edi- 
torial, “A Blow To Television?”. 

Keep up the good work. 

E. F. McDOonaALp Jr., 

President, Zenith Radio Corp., 

Chicago. 


Grocer’s Whimsy Makes 
a Hit in Weekly Mailings 

To the Editor: In these days of 
high pressure, specialized selling 
copy techniques, it is refreshing to 
occasionally read a nice homespun, 
if not whimsical bit of advertising. 


This department is a reader’s forum. Letters are welcome. - — 


Attached are several recent 
samples of a mailing sent out by 
a local, independent, high grade 
grocer here. He writes just what 
he thinks of at the time and fea- 
tures some of the others around 
him in a novel way. 

In the days of supermarket mer- 
chandising, this well established 
operator maintains his personality, 
which is the last frontier of this 
vanishing type of enterprise. 

Eric ZIMMERMAN, 

Advertising Manager, Railway 

& Industrial Engineering Co., 

Greensburg, Pa. 


Here is an example of the editor- 
ials that lead the grocer’s mailings: 

“You Can’t Imagine—the dirty, 
mean things my help do to me 
when I’m down in the cellar—just 
anything to annoy the boss. Now 
take Peggy (you can have her)— 


seems like a nice girl, but do you 
know what she does—she sells 
spinach to everyone and it takes 
at least an hour to pick over and 
wash one basket of the stuff—she 
has even been known to rush out 
on the street and ask strange men 
to ‘Please buy a package of spin- 
ach.” Some day I’m going to let 
her clean spinach—that will teach 
her not to pick on the boss.” 


Hadacol Testimonial Was 
Authentic, Advertiser Says 

To the Editor: Several weeks 
ago, in your’ “Voice of the Adver- 
tiser” section you published a com- 
ment by Bill Sears, Fort Worth, 
Tex., on the Hadacol ad about 
Orris Lee Story of Wichita, Kan. 
Mr. Sears doubted that Mr. Story 
was a champion, and that he had 
anything to do with the testimoni- 
al 


First, Orris Lee Story is the 
Golden Gloves Champion—Fly 
Weight division—of Kansas. We 
understand that, at the present 
time, he is in the service. 


Devoted to Building a 
Better Civilization 


fo 
1 
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Make fast a 
major market with 


DEPTH OF PENETRATION 


Modern management has learned the wisdom of directing its sales message 
at a specific market and of anchoring it there. This calls for penetration to 
the major interests and desires of that market. Such penetration is often 


one of the most difficult 


problems in advertising. 


When you advertise in THE CHRISTIAN SCIENCE MONITOR, you are sure you 
are reaching the basic buying impulse of MONITOR families in the most con- 
vincing manner. MONITOR readers go out of their way to buy goods adver- 
tised in this, their favorite newspaper. Leading merchants throughout the 
country tell us that MONITOR readers ask for nationally-advertised brands 
seen in the MONITOR. Furthermore, the “spendable income” — money avail- 
able for the good things of life—is definitely above average among MONITOR 


readers. 


May we prepare for you a tailor-made program of advertising in this 
newspaper ?—THE CHRISTIAN SCIENCE MONITOR, One, Norway Street, 
News, Advertising, Readership Boston 15, Massachusetts. 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER SAYS: 
“Our full-page advertisements have appeared several times in all the leading newspapers 
of the country, from coast to coast. Three papers have surpassed all others in the amount 
of business produced, per dollar spent. The Christian Science Monitor is one of these three.” 


The CHRISTIAN 
= Te 


MONITOR 


Listen every Tuesday night to 


Branch Offices 


CHICAGO: 333 N. 


NCE 


SAN FRANCISCO: 


163/4 Strand 


“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D, Canham, Editor, over the ABC network 


NEW YORK: 588 Fifth Avenue 


Michigan Avenue 


DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Street 


625 Market Street 


LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 
PARIS: 56 Faubourg Saint Honore 
LONDON, W.C. 2: 


Connaught House, 


GENEVA: 28 Rue du Cendrier 


Second, Mr. Story gave this 
testimonial to a reporter on a 
Wichita paper. He sent it on to our 
advertising agency, and after 
securing a release and checking the 
infermation, we instructed our 
agency to use it. 

RicHarp L. Brown, 

Executive Vice-President, The 

LeBlanc Corp., Lafayette, La. 


Makeup Man Does His Stint 
To the Editor: The attached 
newspaper page from the Press 
Telegram, Long Beach, Cal., is an 
interesting juxtaposition in ads— 


or maybe the makeup man was in 
a pixie mood. 
W. M. AMmuNDSON, 


Public Relations Director, 
Campbell-Mithun Inc., Min- 
neapolis. 

* 7 s 


Series Links Kaye-Halbert 
With Historical Figures 

To the Editor: The attached ad- 
vertisement for our client, Kaye- 
Halbert Corp., excited so much 
comment both in the trade and 
consumer-wise, that we thought 
you might be interested in repro- 
ducing it in ApvEeRTISING AGE. 

Tested in Los Angeles for “The 
Flying Dutchman,” in the Daily 
Mirror, the ad is credited with 


Ciao ant Maram Consoring 34 when 


PRICE FOR MEAP BG 16° SCREW EGON AT ee aes 


having produced the largest single 
day’s volume in the store’s history. 
Mats will now be sent to other 
key cities. 

The ad is first in a series of 26 
linking Kaye-Halbert television 
with famous names in history, 
literature and mythology. Revised 
copy with dealer approach will 
appear under the title “T-V.I.P.” 
twice weekly in Retailing Daily 
beginning Sept. 20. 

Epwarp Y. STANLEY, 

Executive Vice-President, Vick 

Knight Inc., Los Angeles. 

One of Kaye-Halbert’s “Who- 
Zoo” series appeared in AA 
July 10. 


Calls Story ‘Encouraging’ 
To the Tditor: Just want to ex- 
press the appreciation of the Min- 
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neapolis Grain Exchange and its 


‘officers and directors and the 
)members of the pulLlic relations 


committee for the fine article in 
your issue of Sept. 4 entitled “Min- 
neapolis Grain Exchange Opens 
Full-Fledged Educational Cam- 
paign.” This is a very fine article 
and much appreciated and it’s en- 
couraging to those of us who are 
trying to accomplish something to 
get the reactions of people like 
yourselves. 

This article was called to my 
attention by William Steinke, 
manager of King Midas Milling 
Co., with whom I am associated 
in business, as he is a subscriber 
to your ADVERTISING AGE. 

F. Peavey HEFFELFINGER, 
Chairman, Public Relations 
Committee, Minneapolis Grain 
Exchange, Minneapolis. 


New Orleans Store Ties Up 
Design for Anniversary 

To the Editor: ‘\7: are passing 
on possibly for the interest of your 
readers the enclosed Gus Mayer 
Co. Ltd. ad—which fixed the 
theme for Gus Ifayer golden an- 
niversary promotion. 

The gray tone back.round is be- 
ing used in all Gus Mayer ads 
(with picture frame, etc.), and it 
is of special significance since it 


G5 MAYERS 
GOLDTR ANR'VERSORY ChLt@RANION OE. 


MARKING HETY YEARS OF 
GREAT FASHION ACHIEVEMENT 
AS WE LOCH FORWARD TO OUR 
SECOND BALE ERTURY WE 
RENEW OUR PLECSE TO UPHOLe 
THE TRADITION OF THE 
OLTIMATE SERVE... INTEGRCTY 
QUALITY AMD GOOD TASTE 


was taken directly from wallpa- 
per—the same used in the store 


' windows during golden anniver- 


Sary days. 

What’s more, the clover-leaf 
design is in line with Gus Mayer’s 
use of a clover-leaf on all their 
promotion, on boxes, bags, and so 


' forth. 


But the slick coordination of the 
wallpaper in the windows and in 
the background of the ads should 
be of special interest. Yvette Le- 
vata directs Gus Mayer advertis- 
ing. 

MARTIN BURKE, 

Promotion Manager, Times- 

Picayune Publishing Co., New 

Orleans. 


P & G Series to Help Salesmen 

To the Editor: Many of us in 
the Minneapolis sales office of 
Procter & Gamble have read your 
fine article describing our com- 
pany’s advertising department and 
operation. We feel, because of its 
very thorough contents it would 
prove valuable in passing on to 
our section salesmen, particularly 
the younger men. 

Is it possible to obtain a dozen 
reprints of the three articles which 
appeared in your April 24, May 1, 
and May 8 issues? 

Again, a tardy but sincere com- 
pliment on an excellent series. 

WILLIAM C. BARBER, 

Office Head Salesman, Proc- 

ter & Gamble Distributing Co., 

Minneapolis. 

Reprints of the three articles 
are available from AA at 30¢ each. 


e * i 
Eye to Eye with Eye & Ear 
on ‘Frank’ Commercials 
To the Editor: We read with a 


great deal of interest the Eye and 
Ear Department comment in Ap- 
VERTISING AGE of Se_)t. 11 on frank- 
furter TV spots. 

You have missed one frankfurter 
TV commercial which was locally 
produced in the city of Syracuse 
for the Fairway Packing Corp. 
This commercial stresses the won- 
derful appetite appeal of which 
you speak, and we have shown 
many fine frankfurter dishes and 
the enjoyment connected with eat- 
ing the appetizing frankfurter. 

We also included the familiar 
little paddle painting mustard on 
the frank. 

So, you see, one of us agrees 
with you on the production of TV 
frankfurter commercials. 

Siti S. BINNING, 

Director of Radio & TV, Coe 

Advertising Agency, Syracuse, 

N. Y. 


Makes New Camera Lenses 


The newly perfected Balowstar 
camera lenses, making it possible 
to film night scenes without addi- 
tional lighting, now are being 
manufactured in quantity and are 
available to all film concerns, ac- 
cording to Jerry Fairbanks, pres- 
ident of Zoomar Corp.. Perfected 
by Dr. Frank G. Back, inventor 
of the Zoomar television and mo- 
tion picture lenses, the 12-element 
lenses can be used on standard 
camera turrets. Jerry Fairbanks 
Productions, Hollywood, will act 
as representative for the lenses 
on the Pacific Coast. 


Mack Resigns Pepsi-Cola Post 


Walter S. Mack, recently chair- 
man of the board and formerly 
eo of Pepsi-Cola Co., New 

ork, resigned Sept. 18. Mr. "Mack 
also resigned as a director, but 
continues as an adviser. Alfred 


Steele is president (AA, May 29). 


MPR, 
Where do rural | IOWA homemakers 


look for inidemation on 
Food Preparation? 


For Latest Authentic Information 
Write IOWA FARM & HOME REGISTER 
Des Moines 4, lowa 
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Greater Miami's sensational rate of growth 
is now a matter of official record. Preliminary 
census tallies just released set the total for the 
Greater Miami market (Dade, Broward, Palm 
Beach, and Monroe counties) at 712,459 -- 
with absentee residents still to be counted. 
This figure not only tops estimates, but rep- 
resents a gain over 1940 of better than 77%. 


Coupled with retail sales of $826,700,000*, 
the official tabulations clearly establish Greater 
Miami as one of the nation’s leading markets. 


And, best of all, this lively, expanding area 
may be reached easily, economically, and 
entirely with just one paper -- The Miami 
Herald -- Florida’s outstanding sales medium. 


*1948 Census of Business 


JOHN S. KNIGHT, Publisher 
STORY BROOKS & FINLEY, National Reps 


A. S. GRANT, Atlanta 


Affiliated Stations -- 


MIAMI--An International Market 
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The Miami Herald 
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RETAIL SALES 


Davenport $1 16,266,000 
Rock Island 51,594,000 
Moline 57,121,000 
East Moline 10,556,000 

Total $235,537,000 


EFFECTIVE BUYING INCOME 


PER FAMILY 
Davenport $6,213 
Rock Island 5,703 
Moline 5,938 
East Moline 5,243 


THE DAVENPORT NEWSPAPERS 
HAVE 99% SATURATION IN 
DAVENPORT PLUS 10,000 HOMES 
IN ILLINOIS WITH THE WEEK- 
DAY TIMES AND THE SUNDAY 
DEMOCRAT 


. 
DAVENPORT NEWSPAPERS 


The Only Newspapers with 
Home Delivered Circulation 
on both the lowa and Iili- 
nois Sides of the Important 
Quad-City Market 


THE DAILY TIMES 


THE DEMOCRAT & LEADER 


represented nationally by 
_ Jann & Kelley, Inc. — 
lg 
Further 


| House Studies Bill to Require Food & Drug 


WaAsHINGTON, Sept. 20—A spe- 
cial House committee began work 
last week on legislation which 
eventually may require food 
manufacturers to get the Food and 
Drug Administration’s approval 
before introducing new products 
to the market. 

While the bill stands no chance 
| of passing this year, lead-off testi- 
| mony by Food and Drug Adminis- 
|trator Paul Dunbar clearly indi- 

cated that FDA is strongly for in- 
| creased authority over food prod- 
ucts. ' 

Demands for the legislation were 
prompted, at least in part, by the 
same dairy state interests which 
have been fighting the introduction 
of “bread softeners” in white 
bread. 

The Food and Drug Adminis- 
tration’s proposed authority in the 
food field would be patterned after 
the “new drug” statute written in- 
to the Food and Drug Act in 1938. 


s Under this provision, manufac- 
turers of a new drug must provide 
the Food and Drug Administration 
with evidence that the product is 
safe when taken according to di- 
rections. 

In his appearance, Mr. Dunbar 
told the special House committee 
that the Food and Drug Adminis- 
tration has no authority to clamp 
down on an unsafe food until it is 
actually moving in interstate com- 
merce. 

He detailed several instances 
where “the outlaw fringe” type of 
manufacturer marketed products 
containing dangerous substances. 
In these cases, he said, the manu- 


Administration Approval of New Products 


facturer acted without conducting 
adequate research, “using the pub- 
lic as his guinea pig.” 

Dr. Anton Carlson, of the Uni- 
versity of*Chicago medical school, 
told the committee that over 800 
chemicals currently are used in 
foods. 


a “The use of chemicals is not 
objectionable in itself,” he said, 
“if the chemical is not injurious 
and does not conceal inferiority. 

“But in many cases,” he con- 
tended, “chemicals are used be- 
fore there is any information about 
their immediate or long-run effect 
on the life span.” 

“Bread softeners may not be 
harmful,” he declared, “but they 
may be used to conceal deteriora- 
tion.” 

Dr. Dunbar reported that many 
chemicals, already in use as emul- 
sifiers, insecticides and preserva- 
tives, are still “under suspicion.” 

He declared: “The public inter- 
est and the interest of honest man- 
ufacturers requires that no new 
chemical or questionable chemical 
should be used in food until the 
manufacturer provides convincing 
proof of its safety.” 


Rominger Gets 6 Accounts 


Rominger Advertising Agency, 
Dallas, has been appointed to han- 
dle six new accounts. The accounts 
are: Great American Reserve In- 
surance Co., All State Distributing 
Co, (electronic supplies), Cohen 
Candy Co. (distributor of tobacco 
and candy), Wm. B. T. Simmons 
Co. (securities investments), Gir- 
ard Life Insurance Co. and United 
American Insurance Co. 


Power is in 


The yearly retail sales 
volume of Worcester— 
the Central New England 
Major Market — reaches 
$474,773,000*. More 
than half a million people 


WORCESTER’S WONDROUS TWINS 
1. high buying power 4 


Buying : 


here spend $135,118,000* on food, another $14,194,000* 
on drugs, and $24,449,000* on home furnishings. 
In addition, Sales Management this month 
labels Worcester a Preferred-City-of-the-Month. t 


2. intensive newspaper coverage 
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Thorough coverage of this Market followed 
by remarkable responsiveness is yours 
through the pages of the Telegram-Gazette, 
daily circulation in excess of 140,000; Sun- 
day over 100,000. 


*U. S. Census of Business 
+ Copyright Sales Management Inc. 


Th: TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 


GEORGE F BOOTH Publisher-— oe 


MOLONEY. REGAN & SCHMITT. INC. NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


DuM¢ 
COORDINATION DISCUSSED—Methods of increasing coordination among national, | afterno 
state and regional broadcasters’ organizations were the topics of this confab at ' ber. Sir 
the annual meeting of District 16, National Assn. of Broadcasters, held in Holly- has sp 
wood. Talking it over are Calvin J. Smith, director of NAB District 16 and manager, with De 
KFAC, Los Angeles; Donn B. Tatum, president, California State Broadcasters Assn. 
and vice-president and general counsel, Don Lee Broadcasting System; Justin Miller, ever af 
president, NAB; A. E. Joscelyn, president, Southern California Broadcasters Assn. expecte 
and director of operations, CBS, Hollywood. The meeting also passed a resoluti Mid-aft 
condemning recent attempts of the Assn. of National Advertisers to force down this su 
radio rates. telecast. 
end of t 
: ing $9 to $20 shoes, and 144,000 
Regal Shoe Using men who were wearing $5 to $8 . 4 
o/ id shoes. Another theme is based on vice by 
Compa re Theme a survey of 28 colleges last May ‘ the | 
7 ; in areas where Regal shoes were meric: 
in Newspa pe r Drive available. The survey showed that Co.’s in 
PHILADELPHIA, Sept. 20—Regal| these college students preferred for fall 
Shoe Co. will use a number of} Regal over any other brand re- difficult 
variations of its proved and hard-| gardless of price. Sept. 3( 
hitting “Compare” theme in fall| Regal ads will concentrate on 17 addi 
advertising scheduled for newspa-| doing a retail selling job, since video’s | 
pers in 48 cities in which Regal| the company owns all its stores live ho 
shoe stores are located. and operates all leased depart- 49 citie: 
Basic size of the new ad series| ments. The opening ad is being with for 
will be 300 lines, an increase over | distributed to retail outlets for program 
previous campaigns. Larger space| window displays. DuMce 
will be used where needed for| N. W. Ayer & Son is the agency. AT&T t 
special occasions. today or 
A number of new variations al-| American Brake Shoe Co. nay = 
ready have been worked up, and| Names Trainer President Sate 
others will be written to tie in , ; : ookup. 
with special events in various] Maurice N,, Trainer, Ast vice bth 
cities and to announce new Regal Phoe Se. Mow York, tan taae ey 
locations. elected president of the company. 4 | 
The campaign opened early in| He succeeds William B. Given Jr, § '° the | 
September with a page in the New| president for the past 21 years, DuMont 
York Times. Copy of the opening; who was elected chairman of the not be 
ad points out that Regal asked board. Mr. Trainer joined Brake complai! 
: : Shoe in 1916 and advanced through 
4,189 men to try to identify, out the sales department of the com- 
of a dozen pairs of shoes, which| \any 5s Cop » ABC 
had been made by famous custom | P*"*” ey 
bootmakers and which were Regal ins 
reproductions. Copy points out Ted Bates Names MacNelly have th 
that only 1% guessed right. The C. L. MacNelly has joined Ted based on 
same “which is which” idea will Bates & Co., New York, as an ac- The u 
be used in other fall eds. count executive. He was formerly ments ; 
with Pedlar & Ryan. bommitr 
a Two other themes are also McGuire Agency Moves = } 
ready. One tells how men are John H. McGuire Advertising » Ge 
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Video Nets Get 
Fall Programs, 
Hours Lined Up 


(Continued from Page 1) 
locally and have a solid lineup of 
sponsors. This week ABC snared 
top daytime commentator Mary 
Margaret McBride away from 


would be given a network tele- 
cast (Story on Page 78). 

* DuMont has been networking 

| afternoon shows since last Decem- 
ber. Since that date Sterling Drug 
has sponsored “Okay, Mother,” 
with Dennis James at 1 p. m., EST, 
over an eastern hookup, which is 
expected to be augmented soon. 
Mid-afternoon service, interrupted 
this summer for Yankee baseball 
telecasts, will be resumed at the 
end of the season. 


de" New York, and said she 


e This extension of program ser- 
vice by all four networks is one 
of the reasons why allocations of 
American Telephone & Telegraph 
Co.’s inter-city networking routes 
for fall is proving to be such a 
difficult problem. Additions due 
Sept. 30 will bring “live” TV to 
17 additional cities. Some 49 of 
video’s 66 cities will then be on the 
live hookup. About half of these 
49 cities are one-station markets, 
with four networks competing for 
program clearance. 

DuMont executives have asked 
AT&T to present its allocations by 
today or Sept. 25 at the latest, since 
Sept. 30 is the starting date for the 
new additions to the line video 
hookup. 

At that time, if DuMont feels al- 
lotments of the cable are unfair, 
it will make a formal complaint 
to the FCC for an investigation. 
DuMont has little hope that it will 
not be necessary to file such a 
complaint.. 


s ABC reportedly has been lined 
up with DuMont in the struggle 
against CBS and NBC’s efforts to 
have the cable time allocations 
based on commercial commitments. 

The uncertainty of cable allot- 
ments and dependent sponsor 
tommitments has postponed the 
finalizing of program lineups. At 
CBS, Garry Moore, who switches 
to daytime Oct. 9, will be the top 
hame attraction. Sales of two por- 
tions of his daily hour show were 
near completion as AA went to 
press. Nedick’s Inc. will join the 
comedian’s list of sponsors in Jan- 
uary. 

Columbia’s afternoon best-seller, 
“Homemakers Exchange,” cur- 
tently backed by 15 advertisers on 
24 stations, continues as a main- 
stay of the schedule, as does Dor- 
othy Doan’s “Vanity Fair,” which 
will alternate with “Look Your 
Best.” The latter is aired twice 
weekly by International Latex on 
20 stations. 


8 Local programs filling the hours 
in question over WCBS-TV, New 
York, will be shifted to the fore- 
hoon with the advent of the net- 
work schedule. These include 
“Real McKay” and “About the 
House,” both of which are sold on 
a participating basis. 

Other extensions under con- 
sideration for WCBS-TV: a Sun- 
day morning group of kid’s shows 
and a 12:30 to 1 a.m. vehicle to 
follow “Midnight Snack,” which 
has attracted 17 participating 
Sponsors in a matter of weeks. 

Spirited bidding was going on 
for the three times weekly “Bert 
Parks Show” as AA went to press. 
The network which gets this piece 
4of General Foods business will 
have a head start in the afternoon 
billing sweepstakes. CBS and NBC 
are said to be neck and neck in 
the competition for this prize, 
which is expected to go to the net- 


- 
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work getting to Young & Rubicam 
first with the largest number of 
stations cleared. : 

NBC has signed two sponsors 
for Kate Smith, who starts her 
video career Sept. 25 with an hour 
of songs and variety. American 
Home Products Co. and Minute 
Maid Corp. have bought 15-min- 
ute segments once a week through 
Ted Bates & Co. A replacement for 
“Kukla, Fran & Ollie” in the sum- 
mer, Ransom Sherman will be 
NBC’s opening offering at 3 p. m., 
EST. 


s Programming is available to Du- 
Mont stations from 12 noon to 2 
p.m., EST. Johnny Olsen’s “Rum- 
pus Room” is sold cooperatively 
in New York, Baltimore, Washing- 
ton, and Philadelphia. Sterling 
Drug sponsors “Okay Mother” in 
the same cities. A full afternoon 
schedule, carried from December 
to the start of the baseball season, 
will be resumed some time next 
month. 

The program department is still 
deliberating on the fare to be of- 
fered. Buddy Rogers is expected to 
be among the featured entertainers. 
WABD, DuMont’s New York out- 
let, began daytime programming 
in November, 1948, signing on the 
air at 7 a.m., EST. Having since 
decided that’s a bit early for the 
missus to be through with her 
dishes, the station’s program day 
now starts at 9:30 a.m., EST, as 
does that of WNBT. 


as WOR-TV, New York, will in- 
augurate a greatly expanded 
schedule Oct. 2. The station will 
sign on Monday through Friday 
at 10 a.m., EST, programming an 
average of 14 hours on those days. 
Saturday and Sunday sign-ons will 
be later. Previously this station 
has taken Sundays off except when 
the Dodgers were playing at home. 

WPIX, New York, also is eyeing 
the morning field, but has no im- 
mediate plans for a longer tele- 
casting day. The Daily News out- 
let, which goes on the air around 
noon, is making a big play for the 
stay-up-laters with feature mov- 
ies. On certain nights—when there 
has been a baseball double header, 
for example—these movies con- 
tinue into the wee hours of the 
morning. 


DUMONT CABLE PROTEST 
STIRS FCC’S INTEREST 

WASHINGTON, Sept. 21—Du- 
Mont’s effort to drag the Federal 
Communications Commission into 
the brawl over the allocation of 
the American Telephone & Tele- 
graph Co.’s TV networking facili- 
ties appeared today to have re- 
vived the commission’s interest in 
a long-postponed investigation of 
network contractual practices (AA, 
Sept. 18). 

DuMont, fearful that it will 
come out on the short end of the 
cable arrangements, wrote the 
commission last week that a 
combination of program continuity 
relationships, combined standard 
and TV agreements, and “equally 
forceful economic pressures” vir- 
tually precludes satisfactory pro- 
gram service by anyone “except 
NBC, and possibly by Columbia.” 

Asking FCC to sit in on the al- 
location of cable and relay time, 
DuMont said “allocation by agree- 
ment appears impossible, because 
of the scarcity of facilities and 
limitations in the number of 
broadcasting stations.” 

(The FCC last week postponed 
hearings on additional TV chan- 
nels from Oct. 2 until Oct. 16, to 
give industry and staff members 
more time to prepare.) 


= DuMont told the commission “a 
far greater need exists for the reg- 
ulation of monopoly in networks in 
the interest of full development of 
television, fair play to national ad- 
vertisers, and the best interest of 
viewers, than was ever applicable 
to standard broadcasting.” 


FOUR IN ONE—Revion Products Corp. is promoting this Color Chest, which contains 

four shades of nail enamel and has a fashion color chart printed on the drop-down 

panel of the box. The design on the over-all wrap is a Fidel-i-Tone reproduction in 

six colors, printed on glossy white paper. Charles Mager, New York, designed the 
package and it was made by Lord Baltimore Press. 


In addition to immediate FCC in- 
tervention in the relay allocations 
talks, DuMont suggested that FCC 
invoke a rule prohibiting a TV 
station from presenting the pro- 
grams of a single network for more 
than two of the three best evening 
hours (8-11 p.m.). 

Until there are adequate stations 
for competition, the remaining 
hour should be available to the 
other three networks, in the order 
the licensee chooses, or should be 
used for full-rate local time, Du- 
Mont contended. 

In refusing to intervene in the 
allocations session, FCC said, in 
effect, that that is AT&T’s head- 
ache. Noting that DuMont itself 
had written “there is no reason at 
present to believe the telephone 
company desires other than a fair 
and practicable allocation,” FCC 
said intervention at this time 
“would be premature and inap- 
propriate.” 

But the commission told DuMont 
that its report on contractual prob- 
lems “is receiving consideration.” 


a While this did not necessarily 
imply that FCC intends to proceed 
immediately into the issues raised 
by DuMont, it is likely to give 
fresh life to the plan for a net- 
work investigation which has been 
under consideration for many 
months. 

In a speech at Amherst College 
last December, FCC Chairman 
Wayne Coy said another look into 
networking, to determine whether 
existing monopoly rules are ade- 
quate, was high on FCC’s agenda, 
but that it would have to wait un- 
til the TV freeze and other issues 
are out of the way. 

DuMont listed a number of spe- 
cific business practices which al- 
legedly contribute to monopoly in 
the industry. 

Among them: 

1. Recognition by the telephone 
company of requests for cable time 
allocations by owers than bona 
fide networks rendering national 
network service. 

2. Contention by NBC, supported 
partially by Columbia, that it is 
correct for a network to utilize its 
established affiliation agreements 
and other economic relationships 
with licensed broadcasters to com- 
mit firmly all or most of its de- 
sirable hours for television broad- 
casting and then insist on alloca- 
tions by the telephone company 
based upon contractual agree- 
ments of licensed affiliates. 


a 3. Prior assurance to licensees 
that one or another network would 
have cable allocations during the 
preferred periods for broadcasting, 
and therefore that time for other 
network programs would be un- 
attainable. 

4. Types of network contracts 
which call for a large number of 
periods of “free” trade from af- 
filiates prior to the commence- 
ment of payments by networks to 
the affiliates for the use of their 
facilities, thus compelling local 
broadcasters to concentrate on a 
single network if they are to ob- 


tain any compensation. (DuMont 
says this does not apply to its net- 
work, as it pays for the first hour.) 

5. A policy of pre-agreement on 
waiver of allocation time between 
networks, under which one net- 
work would be preferred on a cer- 
tain circuit leg and the agreeing 
network would place only elected 
programs on that leg, the process 
being reversed on the other leg. 

DuMont filed a strong protest 
over “side agreements” by groups 
of stations “which result in exclu- 
sive and extensive acceptance of 
the programs of only one net- 
work,” 


Radio-Video Assn. 
Leaves Color Issue 
to Individual Firms 


NEw York, Sept. 21—Radio- 
Television Manufacturers Assn. 
this week informed the Federal 
Communications Commission that 
it “has never attempted to, and 
cannot, require its members to 
build, or to refrain from building, 
particular sets or sets of particular 
capabilities. 

“So far as this association is 
concerned, the decision whether 
to build sets incorporating bracket 
standards must be left to individ- 
ual determination of each manu- 
facturer. We are so advising all 
members of our set manufactur- 
ing division by sending them a 
copy of this letter. Response to 
the commission by Sept. 29, 1950, 
- left to the members individual- 
i 


= The association’s letter to the 
FCC referred to the commission’s 
recent decision on color television. 
In that report set makers were 
asked to indicate by Sept. 29 
whether they are willing to equip 
future sets with adapters enabling 
the receivers to pick up CBS color 
telecasts in b&w. 

Radio manufacturers, who greet- 
ed the FCC pronouncement on col- 
or video with absolutely no en- 
thusiasm, have not committed 
themselves either collectively or 
individually to go along with the 
commission’s program to temper 
the transition between mono- 
chrome and color TV. 

Arch color TV protagonist CBS, 
whose system the FCC has said 
will be adopted immediately if 
manufacturers don’t cooperate by 
agreeing to make sets with adapt- 
ers, this week started transmitting 
color test patterns an hour daily 
over WCBS-TV, New York, at the 
request of unidentified manufac- 
turers. 


Plans Brazil Nut Campaign 
Brazil Nut Assn., New York, 
will use a half-page in the Nov. 20 
issue of Life, and columns in the 
November issues of Good House- 
keeping, Ladies’ Home Journal and 
the Nov. 19 issue of This Week 
Magazine for holiday promotion of 
Brazil nuts. This year’s promotion 
will be limited, AA was told, as 
Brazil nuts are in short supply be- 
cause of a small crop. Chas. W. 


Hoyt Co. is the agency. 
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Admen, Afra Meet 
Friday on Problem 
of Leftist Talent 


New York, Sept. 21—“‘Methods 
of working out an intelligent solu- 
tion to the problem posed by the 
Muir case and similar incidents” 
will be discussed at an all-indus- 
try meeting to be held here Sept. 
29 at the suggestion of American 
Federation of Radio Artists. 

Representatives of the major ra- 
dio and television networks, Na- 
tional Assn. of Broadcasters, Assn. 
of National Advertisers and Amer- 
ican Assn. of Advertising Agen- 
cies, among others, have been 
asked to attend. 

The much talked-about issue of 
“blacklisted” radio talent flared 
into the open a few weeks ago 
when Jean Muir was dismissed 
from the cast of “Henry Aldrich” 
(NBC-TV) by General Foods 
Corp. after protests from groups 
which found her name listed in 
“Red Channels.” Published by 
“Counterattack,” this book lists 
allegedly leftist radio and TV per- 
sonalities. 


@ Afra is taking the lead in this 
move to obtain a solution to the 
dilemma of trying to protect its 
members from attacks by pressure 
groups, and at the same time to 
keep radio free of the taint of 
Communism. 

While there has been some talk 
that a clearance board of broad- 
casters, advertisers and Afra rep- 
presentatives might grow out of 
such a meeting, Afra is believed 
to be opposed to such action. 

Alarmed by these rumors, the 
Authors League this week went 
on record against any joint indus- 
try censorship board. 


= The ideological schism in the 
Radio Writers Guild, which has 
already resulted in the loss of one 
national officer and two members, 
broadened this week. 

A group of members passed a 
resolution in the name of the guild 
denouncing “Communism, Fascism 
and totalitarianism.” Later the 
guild council reportedly flagged 
this action as unconstitutional and 
added, “No member or group of 
members will be allowed to use 
the guild or any of its committees 
or its council to further any polit- 
ical point of view, whether Repub- 
lican, Democratic, Socialist, Com- 
munist, Fascist or whatever.” 


McGRATH BLASTS WORK 
OF RADIO-TV ‘POLICE’ 


WASHINGTON, Sept. 20-—Attorney 
General J. Howard McGrath to- 
day told the American Bar 
Assn. that the activities of “self 
appointed policemen” in the radio 
field is a manifestation of “pub- 
lic hysteria.” 

In a speech before the group’s 
73rd annual meeting, he said, “We 
appear to be going through a per- 
iod of public hysteria, in which 
many varieties of self appointed 
policemen and alleged guardians 
of Americanism would have us 
fight subversion by prescribing an 
orthodoxy of opinion, and stig- 
matizing as disloyal all who dis- 
agree or oppose them. 

“This hysteria appears in vigi- 
lante groups who decree and ex- 
ecute beatings of purported Com- 
munist sympathizers; or who, in 
more polite circles, intimidate ra- 
dio advertisers into silencing per- 
formers who they say have Com- 
munist leanings.” 

“Techniques of suppression and 
compelling adherence to the ‘party 
line’ are the very mark of Com- 
munism itself im the lands where 
it holds sway,” Mr. McGrath de- 
clared. “We cannot afford to be 
misled into believing that we will 
be providing machinery to combat 
espionage and sabotage by adopt- 
ing such techniques.” 
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Advertising in the Test Stage 


Three-State Test 
Drive Planned for 
Fryryte Deep Fryers 


PirrspurcH, Sept. 19—Jerry 
Kaufman Sales Co. here has ap- 
pointed Ohio Advertising Agency 
Inc., Cleveland, to handle a test 
newspaper and television advertis- 
ing campaign, designed to increase 
sales of Dulane Fryryte deep fry- 
ers in Ohio, Pennsylvania and 
West Virginia. 

Present plans call for a series 
of five-minute TV programs over 
WXEL, Cleveland, and newspaper 
ads in the Cleveland Plain Dealer 
and Akron Beacon Journal. Tele- 
vision and newspaper campaigns 
also will be conducted in Hunting- 
ton, W. Va. 

Augmenting the direct purchase 
of TV time, Kaufman will make 
available Dulane Fryryte fryers 


as prizes for TV and radio give- 
away shows. 


BUBBLE GUM TEST SET 

PHILADELPHIA, Sept. 18—Bow- 
man Gum Corp. launched a test 
campaign for its Bub bubble gum 
in Canton, O., and Grand Rapids, 
Mich., on Sept. 11, marking the 
first advertising placed for this 
brand in two years. 

- The ads carry straight selling 
copy in 112 lines and are scheduled 
to run fairly regularly for a period 
of 26 weeks. If the company is 
satisfied with the campaign, it has 
tentative plans to expand it na- 
tionally, region by region. 

Bowman has had distribution for 
Bub throughout the nation, but 
hasn’t felt that this brand needed 
advertising during the past two 
years. 

Although not designed to com- 
pete with other bubble gum ads, 
copy in the new campaign stresses 


Fits to a tee 


Flexibility. Schaefer has no 
trouble gearing these hard-hitting 
panels to their distribution pat- 
tern. That’s because Outdoor Ad- 
vertising is adaptable to all types 
of marketing—local, regional or 


1925 Silver Anniversary Year 1950 


national. Let GOA flexibility start 
working for you now! General Out- 
door Advertising Co., 515 S. 
Loomis St., Chicago 7, Illinois. 


* Covers 1400 q 
leading cities \\ 
and towns 


Duck hunting or gunning for 
sales, be sure of your aim 
“before you fire! For’ double- 
barreled national results, ad- 
vertising planners test their 


trigger. 
bas fi FIRST IN 


ROANOKE 


‘|, “AN IDEAL TEST MARKET 


- Accurate tests are assured in 

@ More than 500,000 
= Commerce, A 
stry in this self-contain 
l6« - ee 


markets 
le 


ROANOKE 


TIMES AND WORLD-NEWS 
ROANOKE VIRGINIA 


ns 
| SAWYER + FERGUSON + WALKER CO. 


National Representatives 


the quality of Bub. Bowman also 
makes Blory bubble gum and a 
series of cowboy and sports nov- 
elty card gums. 

Franklin Bruck Advertising 
Corp., New York, is handling the 
Bub account. 


GREEN GIANT TO TEST 
NEW FROZEN PEAS SOON 

Le Sever, Minn., Sept. 21—The 
Green Giant trademark of the 
Green Giant Co. (formerly Minne- 
sota Valley Canning Co.), may ap- 
pear soon on a new line of frozen 
vegetables. 

The company has disclosed it 
will run a small test this fall of its 
first frozen product, peas, backed 
by some advertising. The test city 
chosen is Fort Wayne, Ind., picked 
because it is considered a typical 
market. 

Next year, said W. F. Dietrich, 
executive vice-president, tests will 
be extended to the Twin Cities 
and other markets. Green Giant 
has no immediate plans for a full- 
scale invasion of the frozen foods 
market, but it is keeping an eye 
on that fast-growing industry. 


s It was pointed out that frozen 
peas now account for 17% of the 
preserved peas marketed in this 
country today, a little more than 
double what it was four years ago. 

This is the first departure of 
Green Giant from straight canning 
operations in its nearly 50 years. 
The company has canning plants 
in seven states for peas and corn. 


PROMOTES WINES ON TV 

PHILADELPHIA, Sept. 21—Margo 
Wines of Philadelphia has become 
the first major wine company in 
the nation to sponsor an hour-long 
television program, signing with 
Station WPTZ here for a 10:30 to 
11:30 p.m. Saturday night “Film 
Playhouse.” 

Themes being utilized on a test 
basis by the company, through 
J. M. Korn Co., are: wine as the 
beverage of moderation, as a social 
beverage, as a cooking beverage 
and as a beverage to take with 
meals. 

In order to stress the desirability 
of Margo wines, actors, actresses 
and personalities in the sports 
world will be shown using wines. 


P&G TESTS TV FILM 

CINCINNATI, Sept. 21—“Miggles,” 
the featured film on Procter & 
Gamble’s “Fireside Theater” 
(NBC-TV) in December, was 
given the sneak preview treatment 
at the 52nd St. Trans-Lux Theater 
in New York yesterday. 

After seeing the 30-minute 
drama as a part of the regular bill, 
moviegoers were asked to fill 
out cards recording their reaction 
to the story, cast, titles and TV 
films in general. This preview test 
was arranged by Compton Adver- 
tising, which handles the show for 
P&G 


PREEN USES TV SPOTS 


NorWALK, Conn., Sept. 21—Har- 
rison Mfg. Co. is testing one-min- 
ute video announcements for 
Preen, floor cleaner and wax, in 
three markets. J. M. Mathes Inc. is 
the agency. 


OLD HICKORY EXPANDS 
USE OF ‘OUTDOOR’ AD 
PHILADELPHIA, Sept. 18—A test 
campaign by Old Hickory Distill- 
ing Corp. for its Old Hickory bot- 
tled-in-bond straight bourbon, 
originally in Washington state, 
has proved so successful that the 
company has decided to spread the 
newspaper campaign into 37 states. 
The test was run with a regular 
Old Hickory ad and a little art- 
work added to give the ad the ap- 
pearance of an outdoor poster 
which the company was carrying 
in Washington. As a result, the 
brand moved up from a low sales 
rating to second place among all 
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whiskies in that state. 

Several weeks ago, the company, 
through Al Paul Lefton Inc., ex- 
panded the poster style ad in 150 
and 420-line spaces to all 17 mo- 
nopoly states. The results were so 


satisfying that a number of open 
states have been added to the 
schedule, marking the heaviest and 
most concentrated ad schedule for 
this brand since it was re-intro- 
duced to the market last Decem- 
ber. 


s The campaign will be expanded 
regularly, and by the end of 1950 
it also will be supported by mag- 
azine space for the first time. 

The redesigned ad utilizes the 
same theme of “There’s no better 
bourbon!” with a reproduction of 
the bottle and an inset of the in- 
signia face of “Old Hickory” Jack- 
son, for whom the brand was 
named. 


Introduces Komatic 


Komatic. Inc., New York, man- 
ufacturer of Komatic, a new hair 
grooming instrument, introduced 
its new product Sept. 18 through 
cooperative advertising with 
Filene’s in Boston newspapers. The 
following week the product will 
be similarly introduced in Detroit 
through J. L. Hudson Co. Large- 
scale national advertising is being 
planned to break in January. 
Richard Hudnut Co. is using 1,- 
000,000 of the new items as an 
associated product for its home 
permanent refill kit. Federal Ad- 
vertising Agency has the account. 


WCCO Promotes Woodbury 


Robert E. Woodbury has been 
appointed sales service manager 
of WCCO, Minneapolis-St. Paul. 
He has been with the station 
since 1936, having served as com- 
mercial editor and traffic mana- 
ger prior to his new position. 


Four A’s Adds Rippey 


Arthur G. Rippey & Co., Denver, 
has been elected to membership 
in the American Assn. of Advertis- 
ing Agencies. 


Supermarkets Sell 
Millions of Summit 
Encyclopedia Books 


New York, Sept. 18—You might 
not expect to buy an encyclopedia 
in a supermarket, but it’s an idea 
that’s paying off for Summit En- 
cyclopedia Publishers Inc. 

Summit is currently peddling its 
16-volume “American Internation- 
al Encyclopedia” via 3,000 super- 
markets that are members of 30 
chains. These include Stop-and 
Shop, Food Fair, Wrigley Stores, 
Thriftway and Carl’s Super Mar- 
kets. 

The stores sell each volume for 
79¢ (89¢ west of the Mississippi), 
and Summit anticipates that 2,- 
000,000 volumes will have been 
sold in the 15-month period end- 
ing next Dec. 30. The set was last 
offered as a unit in 1941 when the 
price was $50 a set. 

Summit makes special deals with 
the chains for cooperative adver- 
tising of the encyclopedia and es- 
timates that $150,000 has been 
spent on promotion since Septem- 
ber, 1949. 


Hupp Names Rossman V. P. 

Peter F. Rossman has been 
named executive vice-president of 
Hupp Corp., Detroit, automotive 
parts manufacturer, effective Oct. 
1. He also has been named presi- 
dent of Ackerman-Blaesser-Flez- 
zey Inc., Detroit. In these posi- 
tions he will be executive head of 
all Detroit operations of Hupp 
Corp. 


Typographers Elect Fleming 

William Fleming, Chicago art- 
ist, has been elected president of 
the Society of Typographic Arts, 
Chicago. Other officers are: Wil- 
liam Langdon, Art Inc., Chicago, 
vice-president; 
Hillison & Etten, Chicago, vice- 
president, and Natalie Cherry, Chi- 
cago, secretary-treasurer. 


Telefex Moves Offices 

Telefex, rear screen projection 
service, and Telefex Productions 
have moved to new offices, lab- 
oratory and rehearsal hall at 5746 
Sunset Blvd., Hollywood 28, Cal. 


Cutler Joins Reach Agency 


Donald G. Cutler, formerly an 
account executive of Burke Dow- 
ling Adams Inc., Montclair, N. J., 
has joined the Chas. Dallas Reach 
Co., Newark, in a similar capacity. 
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32-Page Fashion 
Section Called 
Biggest in Daily 


Scruggs-Vandervoort- 
Barney Sets Newspaper 
Record with Promotion 


Sr. Louis, Sept. 20—Scruggs- 
Vandervoort-Barney added point 
to its 100th anniversary celebra- 
tion and its tradition as the “fash- 
ion leader of the Midwest” with a 
32-page tabloid gravure section in 
last Sunday’s Post-Dispatch, de- 
voted entirely to high style wo- 
men’s wear. 

Fred F. Rowden, advertising di- 
rector of the Post-Dispatch, be- 
lieves the Scruggs ad, running 32,- 
000 lines, is the largest fashion ad- 
vertisement ever published in a 
newspaper. 

The section, printed in the Post- 
Dispatch gravure plant, consisted 
of monotone on 28 of its pages, 
with full color on the front and 
back pages and the center spread, 
showing new designs and shades 
of the season in women’s wear and 
accessories. The entire section, 
labeled a “Portfolio of Fashion,” 
featured quality fashions and good 
taste in all price ranges. 


@ The Scruggs-Vandervoort-Bar- 
ney ad has created unusual atten- 
tion because, while it contains sell- 
ing copy, it is primarily a prestige 
effort, and makes no attempt to 
feature special sale merchandise. 
“The story of the portfolio,” on 
page 3 of the section, explains 
the thinking behind it: 

“In essence, it is a fashion show 
on paper...a permanent refer- 
ence for you to study throughout 
the fall season. It presents the suc- 
cesses of this year and predicts the 
fashions of the future. 

“Months ago, we asked the great 
American designers to select the 
most significant designs in their 
collections to star in the portfolio. 
Models were made up in advance 
and flown here to be photographed 
in the St. Louis settings where 
they will be worn. 


s “We consulted Harper’s Bazaar 
on fashion trends, not only in 
gowns, furs, millinery... but in 
beauty and the so-important trivia 
of accessories. Coiffures through- 
out the portfolio are by our own 
Sixth Floor Beauty Salon. Make- 
up is from our First Floor Toilet- 
ries Department. 

“In whole, the portfolio illus- 
trates our century-old policies of 
quality and sound fashion .. . fash- 
ion at every price level from the 
fabulous to the modest. It will 
come to life this week...in our 
windows, on our fashion floors, 


« 


FASHION SHOW—One of the spreads in the 32-page fashion section which Scruggs- 

Vandervoort-Barney published in the St. Louis Post-Dispatch Sept. 17. While all items 

are described and priced, the primary effort was to develop additional fashion 
prestige for the store. 


3 p.m. We cordially invite you to 
visit us.” 

The supplement was months in 
preparation and such outstanding 
designers as Dior, Adrian, Philip 
Mangone, Maurice Rentner, How- 
ard Greer and others cooperated. 
The entire production was under 
the supervision of Mrs. Mary Gam- 
ble, publicity director of the store. 

While Scruggs was chary about 
discussing the cost of the unusual 
promotion, total cost of the section 
is believed to have been some- 
where near $20,000. 


Goodrich Retires 1; Names 4 
Chester F. Conner, who has 
been with B. F. Goodrich Co., 
Akron, for the past 40 years, is 
peng if ioe o LS y retiring as manager of industrial 
: ee shit f products sales. Paul W. Van Orden, 
— —_— with the company 22 years, has 
been named industrial products 
merchandise manager. Richard G. 
Cox, with the company 25 years, 
has been appointed manager of 
original equipment sales, and Wil- 
fred A. Smith, formerly manager 
of rubber suspension sales, has 
been named manager of molded, 


nt ok mem tome 


—— 


Sarai stm 


where the portfolio fashions will 
be modeled daily from 10 a.m. to 


17 


‘for the past two years, has been 
appointed manager of “V” belts 
and packing sales. 


extruded, lathe cut and sponge 
sales. George J. Fischer, who has 
been on special sales assignments 


YOUR ADVERTISING DOLLAR 
BUYS 


EDITORIAL LEADERSHIP 


Commendations from readers 
and advertisers alike are evi- 
dence of the excellence of 
DIESEL PROGRESS’ authoritative 
reporting of news and develop- 
ments in the diesel market. This 
is one of many reasons why it 
pays to use DIESEL PROGRESS 
in reaching the billion dollar 
diesel industry. 

Write today for DIESEL PROGRESS 

Market Data and Media file 

Rex W. Wadman, Editor and Publisher 


Advertising Office: 
2 West 45th St. New York 19, N.Y 


Editorial and Production Office: 
816 N. La Cienega Blvd, Los Angeles 46, Calif. 


SOUTH DAKOTA DAILIES GIVE 


DOUBLE-BARR 


IMPACT! 


BOTH... 


more than 


A For Complete, 
‘ SS Cas Information 
aN " mu Write Today! 


SOUTH DAKOTA 
DAILIES 
Box 1278 
HURON 
SOUTH DAKOTA 
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Readership . . . Response. . . Respect. . . by 
9 out of 10 SOUTH DAKOTA FAMILIES 


Unless you are using the SourH Dakota DAILigs as a regular 
part of your advertising program, you are very likely doing little 


South Dakota. These great newspapers retain the respect and 
readership that only hometown papers can have. They stand alone 
unchallenged by any out-of-state metropolitan daily. This fact is 
proved every day in the week where stores display SourH DAkoTa 
Dairy ADVERTISED MERCHANDISE. Folks buy with preference the 
merchandise advertised in their local papers. Since 9 out of 10 
South Dakota folks read and buy from SourH Dakota DAILIEs, 
let us show you how your business will profit from a program of 
planned advertising. We shall gladly submit a tailor-made pro- 
posal at your request. 


you 


scratching the surface of the important market of 


COMPRISE SIX LOCALLY MANAGED AND LOCALLY 
EDITED NEWSPAPERS SERVING THE SIX PRIMARY 
MARKETS OF SOUTH DAKOTA . . . RURAL AND 
URBAN. 
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Insurance Admen 
Debate the Role 
of Ad Manager 


West Dennis, Mass., Sept. 19— 
The advertising manager of a com- 
pany can be either a pamphleteer 
or a sales strategist, depending 
upon his own efforts, according 
to Joseph E. Boyle, vice-president 
in charge of public relations, J. 
Walter Thompson Co., New York. 

Speaking before the annual In- 
surance Advertising Conference 
here yesterday, Mr. Boyle said 
that the insurance company 
advertising manager is an integral 
part of the selling organization. 
His function, he continued, is to 
pre-sell prospects. 

The adman who wants to 
achieve the status of sales strate- 
gist, he declared, will do every- 
thing possible to bring about long- 
range planning in advertising and 
selling. 


e Alfred E. Duncan Jr., of the 
Fire Assn. of Philadelphia, and 


WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for yee com- 
petitive advertising files and for de- 
pn gp sales prospects on 

types of products and services. 

Ask for New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON'S CLIPPING BUREAU 


Business Papers @ Farm Publications 
c Maga 


343 So. Dearborn St., Chicago 4 


new president of Insurance Adver- 
tising Conference, suggested that 
the proper title of an advertising 
manager might be sales develop- 
ment manager. 

The reexamination of the proper 
function of an insurance com- 
pany’s advertising manager was 
continued later in the meeting by 
E. R. Hurd Jr. of the American 
Automobile Insurance Co.; H. V. 
Carlier of Northern Assurance, 
and Donald F. Barnes, director of 
promotion and advertising of the 
Institute of Life Insurance. 

J. M. Hickerson, president of Al- 
bert Frank-Guenther Law, told 
the closing session of the meeting 
today that a basic element in suc- 
cessful, sales-producing advertis- 
ing copy is “a headline which 
arrests the readers—enough of 
them.” 


s The importance of a “stopper” 
headline, supported by effective 
copy, he continued, is indicated by 
the analysis of responses to adver- 
tisements. 

Mr. Hickerson cited a split-run 
test in which a headline appealing 
to the reader’s self-interest pulled 
22% more coupons than its com- 
panion. In another split-run test, 
he continued, one ad boosted sales 
15% and the other increased sales 
60%. In this case, also, body copy 
was almost identical, but the head- 
lines were different. 


Rumor of Newsprint 
Scarcity Is False, 
Barnes Letter Says 


New York, Sept. 21—So-called 
“reliable information” that news- 
print is growing scarce is wholly 
false, Harold S. Barnes, director of 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn., 
declares in a letter now in the 


In South 


Keep Your Eyes on Charleston, S.C.! 


NOW ON SALE 


— The Golden Leaf — 


The Chant of the Tobacco Auctioneer is being 
heard in the Palmetto State 


SOUTH CAROLINA’S 1950 
TOBACCO CROP WILL 
SELL FOR MORE THAN 
$60,000,000 
34,000 S. C. families are tobacco growers, and 


better than 80% are in the prosperous 18 County 
Charleston trading area. 


THIS MEANS LOTS OF 
NEW MONEY IN 
CIRCULATION 


In 1949, according to the 1950 Sales Management 

Survey of Buying Power, Charleston's prosperous 18 

County Trading Area showed gains of $4,316,000 

in Retail Sales, and $56,020,000 in Net Effective 
Buying Income. 


In 1949, Charleston's two newspapers, THE NEWS AND COURIER and 
THE CHARLESTON EVENING POST set an all-time high in advertising 
lineage, general, retail and classified. 


Carolina 


THE CHARLESTON EVENING Post 


» he News and Couricr _ 


CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO. 
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DESIGNERS SHOW PAINTINGS—Four top industrial designers, who have painted 

together on numerous fishing and hunting trips, have a number of their water colors 

on exhibit at the Ruth Dickens Gallery in Chicago. At the opening of the show are 

Dave Chapman, vice-president of the Society of Industrial Designers; C. E. Waltman; 

Kenneth Olson, display and exhibit designer, and Robert Sidney Dickens, package 
designer. 


mails, addressed to major advertis- 
ers and advertising agencies. 

“The newsprint situation as it 
is seen by the best informed men 
in the business,” Mr. Barnes says, 
is as follows: 

“1, No Canadian newsprint mill 
had to shut down as a result of 
the recent Canadian _ railroad 
strike, according to R. M. Fowler, 
president, Newsprint Assn. of 
Canada. 

“2. Except in isolated cases, the 
newspapers of the U. S. have ade- 
quate newsprint stocks. 

“3. The overwhelming majority 
of American newspapers can— 
and barring rationing, will be able 
to—accept advertising schedules 
offered them.” 


a The three-point statement car- 
ries the full approval, Mr. Barnes 
says, of Edwin S. Friendly, presi- 
dent of ANPA; Cranston Williams, 
ANPA general manager, and Wil- 
liam G. Chandler, chairman of 
the association’s newsprint com- 
mittee. 

“Please don’t be alarmed,” he 
adds, “by requests for optional in- 
sertion dates. This permits greater 
flexibility in makeup with a con- 
sequent conservation of newsprint 
—which is desirable at all times.” 


San Francisco and 
Los Angeles Linked 
by Micro-Wave TV 


Los ANGELES, Sept. 20—On Sept. 
15, Los Angeles and San Francis- 
co television stations celebrated 
the opening of the micro-wave 
television relay between the two 
cities with a one-hour dedication 
program staged by KTTV and 
KNBH of Los Angeles, and KGO- 
TV, KRON and KPIX, San Fran- 
cisco. 

The new micro-wave relay can 
carry two shows simultaneously. 
They can both be sent in one 
direction, or one show from each 
end at the same time. 

On Sept. 17, KECA-TV, Los 
Angeles, made its first use of the 
relay with a linking to its sister 
station, KGO-TV, San Francisco, 
to stage a one-hour show marking 
its first anniversary. 


U. S. Tires Names Shirley 
Ad, Sales Promotion Manager 


Clifford H. 
Shirley, in the 
advertising de- 
partment of 
United States 
Rubber Co., New 
York, since 1944, 
has been appoint- 
ed manager of 
advertising and 
sales promotion 
of U. S. tires. 

Mr. Shirley  Ctifford Shirley 
succeeds Curt 
Muser, who has been made dis- 
trict manager for U. S. tires in San 
Francisco. Since 1948, Mr. Shirley 
had been assistant to Mr. Muser. 


Exchange Purchases 
Exclusive Rights 
to Sunkist Name 


(Continued from Page 1) 
fresh citrus, and Calpak has used 
the same trademark on a line of 
canned and dried merchandise, 
with the exception of citrus (AA, 
May 1). 

The agreement provides that 
Calpak will discontinue use of the 
name after it completes the dis- 
tribution of goods packed from the 
current 1950 crop. It also provides 
for the transfer of all its rights to 
the trademark. 


a For the first time, the exchange 
can use Sunkist on its processed 
fruit as well as fresh oranges, 
lemons and grapefruit. Until now, 
all products of the exchange have 
either been produced for private 
label or have carried Exchange as 
the brand name. 

Since its first advertising in 
1905, the exchange has spent over 
$55,000,000 advertising the Sun- 
kist name. The total annual budget 
in recent years has — about 
$3,000,000. 

Coincident with the. announce- 
ment, the exchange began ship- 
ment of 32-ounce cans of frozen 
orange concentrate to the institu- 
tional trade under the Sunkist 
label. It is not anticipated that 
consumer shipments will be made 
until 1951. 


ABC Plans AM, TV 
Shows for Its New 
Star: M. M. McBride 


New York, Sept. 21—Mary Mar- 
garet McBride, whose program has 
been one of WNBC’s best-selling 
vehicles for participating sponsors 
for several years, will soon have 
a new radio address. She is moy- 
ing to American Broadcasting Co., 
which lured her away from Na- 
tional Broadcasting Co. with 
promises of network radio and TV 
spots. 

Her daily program will be heard 
on WJZ, Monday through Friday, 
at the old hour of 1 to 2 p. m., EST. 
The commentator’s switch to WJZ 
is expected within a few weeks, 
the exact date to be announced 
later. ABC currently is working 
out the details of network radio 
and TV shows for her. 


a The radio industry has long 
been impressed with Miss Mc- 
Bride’s flair for salesmanship— 
there usually is a waiting list of 
advertisers for her WNBC show— 
but she received even wider notice 
two years ago when she celebrated 
her 15th anniversary on the air 
with a get-together at Yankee 
Stadium, which out-drew some 
sports events. 

Her pique at NBC started some 
time ago when the network began 
trying to clear time for a daytime 
version of “Break the Bank” 
(Bristol-Myers). To make room 
for the quiz at 11 a.m., EST, Man- 
hattan Soap’s “We Love and 
Learn” was moved into the last 
15 minutes of Miss McBride’s time 
on WNBC and Miss McBride's 
show, in turn, moved back a quar- 
ter of an hour. 

Outside of New York, Miss 
McBride currently is heard via 
transcription over WGN, Chicago. 
Her WNBC show has billed ap- 
proximately $500,000 annually for 
the station. 

Faye Emerson is the most likely 
candidate to take over the WNBC 
spot when Miss McBride moves to 
WJZ. 


THE LETTER SHOP, taes 


Chicago 5 lino 


431 S. Dearborn St, 


your thumbs and first two fingers work 
for you. They're perfect helpers. Faithorn 3-in-] 
service works like that in the production of your advertis- 


Notice the -onderful way 


ing. It unifies and synchronizes the skilled actions of producing fine 
Typesetting, Engraving and Printing. It keeps production thumbs and 
fingers where they belong — together. Try Faithorn 3-in-l service once 
and you'll know it’s a mighty satisfying rule of thumbs (and fingers) for 
you. Write—or phone WHitehall 4-2300, and a representative will call. 


FAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE. 
a definite saving of TIME, TROUBLE and MONEY. 
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Advertising Age, September 


Druggists Doing 
Poor Sales Job, 
Jobbers Agree 


(Continued from Page 1) 
kets and variety stores, among 
others. 

This was the main point brought 
out at the 76th annual meeting of 
the National Wholesale Druggists 
Assn., at the Waldorf-Astoria this 
week. 

“We druggists must realize that 
we no longer have the field to our- 
selves,” Louis Kazin, extension di- 
rector of the Rutgers University 
College of Pharmacy, pointed out. 

“We have new and vigorous 
competitors for our share of the 
consumer’s doilar and we must do 
things differently if we are to 
maintain our rightful place in the 
competitive race,” he told more 
than 1,100 assembled delegates. 


s Lyle J. Purcell, merchandising 
counselor, Batten, Barton, Dur- 
stine & Osborn, illustrated this 
point with statistical analysis in- 
dicating that consumers are turn- 
ing toward the newer retail out- 
lets, with one exception, to pur- 
chase items formerly bought pri- 
marily in drug stores. 

Using 1945 as a basis, Mr. Pur- 
cell showed what has happened in 
seven commodity classifications 
that represent relatively high vol- 
ume for the average drug store: 


Percentage of Sales in Drug Stores 
Commodity 1945 1949 


Sanitary goods 45% 
Dentifrices 60% 50% 
Facial Tissues 33 1/3% 25% 
Baby goods 70% 60% 
| First aids 75% 80% 
1 Shampoos 60% 45% 
Sun glasses 60% 


These seven items Sapeeceel 's 
$584,000,000 market at the retail 
level, slightly more than the total 
prescription business, Mr. Purcell 
said. “In 1945 the drug store ac- 
counted for 60% of this total mar- 
ket, but by 1949 its share had 
fallen off to only 52%.” First aids 
are the only exception to the 
downward trend, having increased 
by 5%. 


ws “Let’s not kid ourselves. The 
cash register is ‘short,’” he 
continued. “Someone has had his 
fingers in the till and it wasn’t 
Johnny, the stock room boy, this 
time. The cash registers of the re- 
tail drug stores are short to the 
tune of $57,000,000 for only seven 
general commodity classifications.” 

In order to bring retail druggists’ 
share of the total market volume 
to a level proportionate to the 1945 
market, Mr. Purcell outlined the 
following necessary increases in 
sales volume: sanitary goods, 5%; 
dentifrices, 19%; facial tissues, 
31%; baby goods, 17%; shampoos, 
34%; sun glasses, 41%. 

Continuing, he said: 

“Retail druggists who allow 
petty prejudices to influence their 
merchandising practices and those 
who neglect to place the customers’ 
convenience ahead of their own, 
merely cause the cash registers of 
non-drug competitors to ring. It 
is bad enough for the druggist 
when the non-drug competitor 
rings his own cash register for the 
sale of a product that once en- 
joyed the distinction of being a 
‘drug store item.’ It is far worse 
when the druggist helps him ring 
it or rings it for him.” 


= Cooperative advertising came in 
for some discussion during the ses- 
sion. Joseph P. Hardie, vice-pres- 
ident of Bristol-Myers Co., pointed 
out that co-op advertising “most 
certainly has a place in the mar- 
keting of certain types of goods 
and on certain occasions. It is, 
however, of far greater use to the 
big retailer...than it is to the 
small independent.” 

He also commented on drug ad- 


NEW TYPE COMB—Komatic, new type of 
hair grooming instrument, is being intro- 
duced by Komatic Inc., New York, through 
department stores and cooperative adver 
tising. National advertising is being 
planned for January through Federal Ad- 
vertising Agency, New York. 


vertising in general. “Most manu- 
facturers merchandise their adver- 
tising to the wholesaler and the 
retailer, and I sometimes wonder 
whether we have not overdone 
this, whether we have not been so 
emphatic on the value of our ad- 
vertising that the retailer has 
reached a state of mind where he 
takes our products, puts them on 
the shelf, and then waits for the 
consumer to call for them. 

“Certainly, the manufacturer is 
creating consumer desire, but... 
the consumer is actually going to 
consummate the purchase where 
he sees the goods available. He just 
is not going to go to the trouble 
of calling for an item hidden in a 
drawer or on the back shelf of a 
retail drug store if he sees that 
item on open display in a variety 
store or a supermarket or another 
outlet. 


a “We as manufacturers should 
perhaps change our own story a 
bit to emphasize to pharmacists 
that goods must be sold, not just 
carried at the retail level. The new 
retail competition is doing this. 
It is making it easy for the con- 
sumer to pick up her impulse 
items on which she is already sold 
...There is no impulse if the 
goods are not in sight and there 
is no impulse if the consumer has 
never heard of the brand before.” 

In his general conclusions, E. 
T. T. Williams, general business 
chairman of the meeting and pres- 
ident of Lambert Co., pointed out 
that “there are only about 75 
highly advertised fast-moving 
products in a drug store.” 

This year, the group took cogni- 
zance of the international situa- 
tion, and heard Harold E. Stassen, 
president, University of Pennsyl- 
vania, and British publisher Ken- 
neth de Courcy. 

Nine members were elected to 
office, headed by T. A. Lambert, 
president, San Antonio Drug Co., 
the new association president. The 
group voted to meet next year at 
the Shamrock Hotel, Houston. Ten- 
tative date is Oct. 16-18, 1951. 


Gets Hotel Account 

Ross Llewellyn Inc., Chicago, 
has been named to handle the ac- 
count of the La Salle Hotel, Chi- 
cago. 


Last Minute News Flashes 


Yale & Towne Shifts Execs: May Name R&R 


New York, Sept. 22— Samuel W. Gibb, general sales manager, and 
James S. McCullough, advertising and sales promotion manager, Phila- 
delphia division, Yale & Towne Mfg. Co., have resigned and been re- 
placed by James P. Kinney, former partner in Gordon & Kinney, De- 
troit, materials handling equipment sales representative, as sales man- 
ager, and by James A. Shellenberger, formerly assistant to the vice- 
president in charge of marketing, General Foods Corp., as director of 
advertising, publicity and market research. Ruthrauff & Ryan is ex- 
pected to take over the advertising account soon from Fuller & Smith 
& Ross. 


Chapin Fills Young’s Place on Audit Board 


New York, Sept. 22—Howard M. Chapin, advertising director of 
General Foods Corp., has been appointed to fill the unexpired term of 
Thomas H. Young, advertising director of United States Rubber Co., on 
the board of directors of the Audit Bureau of Circulations. Mr. Young 
resigned because of the pressure of his business interests. His ABC 
term expires next month. 


Toy Makers Increase Space for Christmas Drive 


New York, Sept. 22—Toy Manufacturers Assn. will kick off its 
Christmas toy campaign with six consecutive full pages in Life, Nov. 
27, a two-page increase over last year’s highly successful promotion. 
Parents’ Magazine will carry a four-color page in its December issue. 
Grey Advertising Agency has the account. 


Bacmo-Postman Appoints Jackson Agency 


New York, Sept. 22—Bacmo-Postman Corp., Gloversville, has 
switched its account to Jackson & Co. from Moser & Cotins, Utica. The 
New York agency will break its spring glove promotion with full pages 
in the March Harper’s Bazaar and April Glamour. Full pages in Charm 
and Vogue are under consideration. 


R&R Elects Richey V. P.; Other Late News 


e Thomas W. Richey, account executive of Ruthrauff & Ryan, New 
York, has been elected a vice-president. He was formerly with Young 
& Rubicam and before that was associate advertising manager of 
Standard Brands. 


e Burlington Mills, New York, is adding a new theme, “face powder 
finish” and will increase its year-’round hosiery promotion by one 
third. The drive starts with full-page ads in Vogue and Harper’s 
Bazaar in October. Bi-weekly promotion in Life continues. Hirshon- 
Garfield, New York, handles the account, 


e Martin R. Harvey, a member of the sales staff of Parents’ Institute 
for more than 12 years, has been named advertising manager of the 
institute’s youth group (Senior Prom and Varsity). 


e Television billings of Kenyon & Eckhardt, New York, this fall will 
be increased with two new multi-weekly shows—one for Borden Co. 
and the other for Kellogg Co. The former will sponsor Peter Lind 
Hayes and Mary Healey, exact time to be announced later, over CBS- 
TV. Kellogg plans a children’s show, probably “Space Cadets.” 


e Harold Halsell, 57, vice-president and general manager of Erwin, 
Wasey & Co. of the South, Oklahoma City, was buried in Guthrie, Okla., 
Sept. 21. He died suddenly in Boston while on a business trip. Mr. Hal- 
sell had been vice-president, secretary and treasurer of the agency 
for 15 years, Previously, he headed Halsell & Humphrey, which be- 
came Erwin, Wasey & Co. of the South in 1935. 


e Batten, Barton, Durstine & Osborn has been appointed to handle 
advertising for Carr-Consolidated Biscuit Co., Wilkes-Barre, Pa. Lynn- 
Fieldhouse, Wilkes-Barre, formerly had the account. 


land, will increase rates for four 
of its publications on January 1, 
1951. One-time page b&w rates in 
the four publications will be raised 
as follows: Occupational Hazards, 
from $265 to $295; Die Casting 


Nine More Magazines 


Announce New Rates 


Cuicaco, Sept. 22—Advertising 
rate increases have been an- 


nounced by nine more publications. 

American Druggist will advance 
its page b&w rate from $720 to 
$790, and its four-color rate from 
$980 to $1,055, effective with the 
April, 1 51, issue. 

Northwest Lumber & Building 
Material Dealer and Iowa Lumber 
& Building Material Dealer have 
announced rate increases effective 
Nov. 1, 1950. The one-time page 
b&w rate in Northwest will go 
from $80 to $85, while in the Iowa 
publication the page b&w rate will 
jump from $48 to $55. All other 
rates have been raised proportion- 
ately. 

Industrial Publishing Co., Cleve- 


National Nielsen Television Index 
Weeks of Aug. 1-7 and 8-14, 1950 
All tigures copyright by A. C. Nielsen Co. 


Audience Delivered 


Rank Program (000) 
1 Stop the Music (ABC, Lorillard) .. 1,828 
2 Ford Star Revue (NBC) .......... 1,722 
3 Toast of the Town (CBS, Lincoln- 

SNE Kdecncasvegasedeeses 1,710 
4 Lone Ranger (Thursday, ABC, 

Ge MED Senescccacseccoces 1,499 
5 Big Story (NBC, Pall Malis) ...... 1,446 
6 Kraft TV Theater (NBC) ........ 1,393 
7 Cavalcade of Stars (DuMont) ...... 1,299 
8 Original Amateur Hour (NBC, 

ED. deere ici eras 6s és 1,299 
2 Stop the Mrsic (ABC, Admiral) .... 1,191 


Break the Bank (NBC, Bristol- 
Myers) 
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Program Popularity 


Rank Program (%) 
1 Toast of the Town (CBS, Lincoln- 

GPIED ccdcccccces peeesesees 35.7 
2 Stop the Music (ABC, Lorillard) .... 32.6 
3 Ford Star Rewe (NBC) .......... 29.7 
4 Lone Ranger (Thursday, ABC, 

Gen’! Mills) ...... 0c cc ee cece 28.8 
5 Big Story (NBC, Pall Malls) ...... 27.0 
6 Cavalcade of Si (DuMont) ...... 25.9 
7 Original Amateur Hour (NBC, 

heer 25.8 
8 Stop the Music (ABC, Admiral) .... 25.5 
9 Kraft TV Theater (NBC) .......... 24.5 
10 Break the Bank (NBC, Bristol- 

MISE) ccccccccccccccccesocccs 23.5 


(finishing section), from $250 to 
$275; Applied Hydraulics, from 
$290 to $320; Indusiry & Weld- 
ing, from $320 to $350. 


a Society of Automotive Engineers 
Journal has announced a rate in- 
crease effective Oct. 1, 1950, with 
the page b&w rate going from $260 
to $340. The publications will pay 
15% agency commission on all ad- 
vertising at the new rate, and will 
offer a 2%-10 days cash discount. 

Modern Bride will increase its 
rates from $1,500 to $2,250 a page, 
effective Dec. 2, 1950. Annual ABC 
ci-culation guarantee will be 500,- 
000 net paid. Effective with the 
Spring, 1951, issue, the magazine 
will change its page size from 844” 
x11%” to 934”x12%”. 


Howell Heads Committee 


Clark Howell, publisher of the 
Atlanta Constitution, has been 
named chairman of the newspa- 
per publishers’ advisory commit- 
tee for the Treasury’s Savings Bond 
division. Treasury Secretary John 
Snyder says the committee’s initial 
meeting will be held shortly. 


Marriott Joins ‘Esquire’ 


Bill- Marriott, formerly a sales 
representative with Parade, has 
joined the New York advertising 
sales staff of Esquire. 


Standard Oil (Ind.) 
Sets Fall Change 
Advertising Drive 


(Picture on Page 1) 

Cuicaco, Sept. 22—Standard Oil 
Co. (Ind.) has scheduled a hu- 
morous fall changeover advertising 
campaign, using newspapers, tele- 
vision, radio and outdoor, starting 
next week. 

Newspaper ads will feature large 
cartoon illustrations of bird char- 
acters and their motorist counter- 
parts. Copy will urge motorists to 
get their cars ready for winter or 
they may find themselves, like 
these queer new birds, with a cold 
snap repair bill. 

The cartoon characters bear 
some unusual names, like Sad- 
Eyed Whimper-Will (who whimp- 
ers loud and long when the first 
freeze knocks out his car); Wait- 
and-See Gull (who always puts 
off winterizing his car until it’s too 
late); and Big-Billed Grouser 
(who forgets to prepare for winter 
and then complains when he gets 
a big repair bill). 


a The campaign will appear in 
1,675 newspapers—1,160 weeklies 
and 515 dailies—in the 15 mid- 
western states where the company 
markets. There will be four ads, 
ranging in size from 336 to 1,175 
lines. Not all papers will carry all 
the ads. 

Television advertising will in- 
clude both live and film commer- 
cials on the Wayne King show 
(NBC, Thur., 9:30 p.m., CST), 
and the “Chicago Bears Quarter- 
back” show (WBKB, 9:30-10 p. m., 
CST) in Chicago. 

Radio advertising will include 
commercials on Standard-spon- 
sored football broadcasts of the 
Chicago Bears and seven univer- 
sities’ games over ten stations, 
plus newscasts and sports pro- 
grams over 28 stations. 


= The outdoor phase of the drive 
consists of two monthly 24-sheet 
posters, plus a curb-sign hood, be- 
tween-pump hangers and a giant 
window sticker for dealer service 
stations. There also will be a di- 
rect mailing to credit card custom- 
ers and a broadside mailing to 
dealers. 

Supporting the ad campaign will 
be a bird watchers society mem- 
bership card. The card is a point 
of sale handout for dealers to give 
to customers, and pictures “birds” 
that can be found in all walks of 
life. 

McCann-Erickson, Chicago, is 
handling the campaign. 


Sales Reps Must 
Come Up with New 


Ideas, Proven Says 


Cuicaco, Sept. 22—To sell most 
effectively, a sales representative 
must be able frequently to come 
up with an idea for helping a 
particular buyer solve a particular 
problem at a particular time, ac- 
cording to J. A. Proven, vice- 
president and sales manager of 
Porter Cable Machine Co., Syra- 
cuse, N. Y. 

Addressing the first fall meet- 
ing of the T. F. Club here, Mr. 
Proven pointed out that it isn’t 
enough for the sales representative 
to prepare a presentation which 
merely offers documented proof 
that his publication is good, and 
that it has many readers with 
great purchasing influence. 


a If he fails to come up with a 
new idea from time to time, he 
said, he will fail consistently to 
capture the buyer’s interest. 

“Surveys and statistics are used 
too much in space selling,” he 
added. “They are effective only 
when related directly to the buy- 
er’s specific problem.” 
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Washington Guide to the Perplexed... 


More Stringent Credit 
Regulations to Come 


Experts Differ on 
Whether Credit Curbs 
Slow Down Buying 


This is the fourth of six ar- 
ticles reviewing the status of 
advertising under war condi- 
tions. It discusses the credit 
and instalment sale situation. 
Previous articles reviewed 
Treasury and Armed Forces 
regulations governing adver- 
tising, the manpower problem, 
and the tax situation. Articles 
to come will discuss how 
shortages are likely to affect 
various lines of business, and 
the contributions which ad- 
vertising may be called upon 
to make to a war effort. 


By STANLEY E. COHEN 
WASHINGTON, Sept. 21—Easy 
credit, which many consider the 
mainstay of the boom in consumer 
durables and housing, is on the 


way out. Judging by World War 
II, the instalment purchaser will 
soon be squeezed out of the mar- 
ket. 

Controls over consumer and real 
estate credit are working rapidly 
into shape at the Federal Reserve 
Board. It’s a labor of love, for Fed- 
eral Reserve is firmly convinced 
that the most certain way to check 
inflation is to block off a sub- 
stantial portion of the would-be 
consumers of scarce durable goods, 

Consumer credit restrictions re- 
instated last week are only the be- 
ginning. Except for a new section 
controlling residential repairs, they 
are scarcely more stringent than 
the moderate restrictions which 
were on the books June 30, 1949, 
at the time postwar credit damp- 
eners were scrapped. 


ws At the wartime peak the rule 
in general was one third down, 
15 months to pay, but by June 30, 
1949, there had been important 
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cargo plane in production) 
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The Long Beach Douglas Plant employs over 8,000 
workers which is but a small percentage of the 
96,000 workers in Long Beach. 
Employment is high. Buying is high. Sales Management’s 
estimate of retail sales for the first six month of 1950 
hit the staggering total of $210,000,000. 
To sell Long Beach and reach this ready-to-buy Market 
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modifications in response to warn- 
ings from business that “recession” 
was closing in, and that the need 
was for more—not less—spending. 

Regulation W returns at a time 
when charge and instalment sales 
are running at record levels. In 
July, consumer credit transactions 
totaled $660,000,000—the biggest 
July on record. By the end of the 
month, the outstanding volume 
amounted to $20,340,000,000, up 
25% in a year. 

Tightening of instalment credit 
will be followed soon by regula- 
tions clamping down on funds for 
new housing construction, particu- 
larly the more expensive type of 
home. 


s Under liberal federal loan poli- 
cies—GIs can get 4% mortgages 
amortized over 30-year periods— 
the housing industry has been 
roaring along at a monthly rate 
60% over last year’s all-time rec- 
ord. 

With the industry starting in 
excess of 140,000 homes monthly, 
the building industry is chewing 
up immense quantities of steel, 
copper, cement and other materials 
which will be needed for the de- 
fense effort. 

Moreover, the building boom has 
had a direct effect on other con- 
sumer durables, creating markets 
for hundreds of thousands of re- 
frigerators, stoves, washing ma- 
chines and vast quantities of other 
household furnishings. 


s During World War II virtually 
all home building was stopped by 
order of the War Production 
Board. Builders are hopeful that 
a more liberal policy will be pos- 
sible during the mobilization pe- 
riod ahead, and that new credit 
controls will provide an effective 
device for bringing building vol- 
ume in balance with the material 
that will be available. 

Consumer credit controls were 
one of the first anti-inflation steps 
used during World War II. The 
original Regulation W was intro- 
duced Sept. 1, 1941—nearly six 
months before price control ar- 
rived. Except for a “holiday” from 
Nov. 1, 1947, to Sept. 20, 1948, Reg- 
ulation W was in use until June 
30, 1949. 

Credit controls are relatively 
easy to operate. To extend con- 
sumer credit, a business man must 
obtain a license from the nearest 
Federal Reserve branch bank. 
Aware that the license will be re- 
voked if they violate the regula- 
tions, few business men get “out 
of -line.” Reports on irregularities 
get to the board quickly; competi- 
tors see to that. 


a In its new version of Regula- 
tion W, Federal Reserve sets up 
four general groups: 

Group A: One third down, 21 
months to pay, consists of auto- 
mobiles, including taxicabs. 

Group B: 15% down, 18 months 
to pay, includes cooking stoves, 
mechanical dishwashers, ironers, 
mechanical refrigerators and food 
freezers, washing and clothes dry- 
ing machines, sewing machines, 
suction cleaners, air conditioning 
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Reprints Available 

Reprints of Stanley 
Cohen’s article on the sta- 
tus of advertising under war 
conditions, which appeared 
in AA Sept. 4, and has since 
been hailed as the clearest 
exposition of the subject 
ever printed, are available. 
The price is 5¢ each for 100 
copies or less, and less for 
larger quantities. The article 
contains a detailed review 
of the status of advertising as 
far as the Treasury Depart- 
ment, renegotiation boards 
and Armed Service contract 
divisions are concerned, as 
well as President Truman’s 
publicly expressed attitude 
* toward wartime advertising. 


room units, mechanical dehumidi- 
fiers, radios, TV sets, phonographs 
and combinations. 

Group C: 10% down, 18 months 
to pay, contains household furni- 
ture, including ice refrigerators, 
bed springs, mattresses, floor 
lamps and soft surface floor cover- 
ings. 

Group D: 10%down, 30 months 
to pay, applies to residential re- 
pairs, alterations and improve- 
ments. 

No down payment is required 
for articles costing less than $100, 
but payment must be completed in 
18 months. 


s How effective are credit. con- 
trols? 

Despite more than eight years 
of experience with Regulation W 
it is hard to say. During World 
War II instalment sales fell to a 
fraction of prewar. Where they 
amounted to 12 or 13% of retail 
sales in prewar years, instalment 
sales settled at 4% in 1944 and 
1945. 

Some of the change undoubtedly 
resulted from the inability of large 
numbers of people to pay “one 
third down.” But more of the shift 
may have been caused by scarcity 
of durable goods, and by the abun- 
dance of cash. 

Federal Reserve studies show 
that Regulation W was far from a 
“ceiling” on credit during lush 
days. The board’s research and 
statistics division finds that dur- 
ing World War II most instalment 
contracts specified less lenient 
terms than those permitted by reg- 
ulations. As late as 1949, 83% of 
new car sales and 95% of used car 
sales involved down payments or 
maturities less liberal than Regu- 
lation W. 


a During the period of threatened 
“recession” in early 1949, Federal 
Reserve Board studies showed 
more and more contracts closer to 
the Regulation W limit, as retail- 
ers sought to lure new customers 
into their stores. 

The board’s experts concluded: 
When buyers are in a strong fin- 
ancial position, most sellers will 
insist on sales contracts consider- 
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| ably more stringent than Regula- 


tion W. 

So far as Federal Reserve knows, 
individual consumers still have 
substantial reserves of liquid as- 
sets. At the end of 1949, the board 
estimated personal holdings of U. 
S. government securities at $62.8 
billion—an all-time peak. Savings 
and loan shares totaled $11.8 bil- 
lion, up $1.3 billion from 1948; 
time deposits $53.3 billion, up $0.7 
billion. Currency holdings and de- 
mand deposits were slightly below 
1947 peaks. 


'N. Y. Times’ Tells 
of 100th Birthday— 


in Small News Item 


NEw York, Sept. 19—The New 
York Times yesterday began its 
100th year of publication. The 
Roman numeral “C” appeared in 
the volume-number line on the 
front page. There was no cele- 
bration or fanfare of any kind. 
But a news item appeared in the 
second section of the newspaper 
today. 

“The first issue of the New York 
Daily Times, its original title, that 
rolled from the new Hoe presses 


ing at 113 Nassau St., the morning 
of Sept. 18, 1851, contained only 
four pages” the article in today’s 
Times says. 

“The first edition run off at the 
start of the 100th year was 11 times 
that size. Single Sunday editions in 
recent months have run to almost 
100 times the size of the first is- 
sue.” 


a The contents of the Times have 
changed amazingly, the article 
notes. The first issue had no for- 
eign news on the first page. All 
the financial news took about one- 
fourth of a column. An item from 
Boston noted the presence there 
of the great statesman and orator, 
Daniel Webster. 3 

Phineas Barnum, the circus man, 
was at the state fair in Rochester, 
N. Y., featuring the Swedish night- 
ingale, Jenny Lind. The nearest 
approach to a women’s fashion 
item was a news note that “a 
bloomer costume made its appear- 
ance in Sixth Ave. day before 
yesterday.” 

The editorial page apologized 
for uneven printing because the 
press was new, and, in a burst of 
optimism, Henry Jarvis Raymond, 
one of the founders, wrote that 
“we intend to issue the Times 
every morning (Sundays ex- 
cepted) for an indefinite number 
of years to come.” 


Joyce Inc. Names Ford 


George Ford has been named 
acting chairman of the board of 
directors of Joyce Inc., Pasadena, 
during the absence of W. H. Joyce 
Jr., president, who has joined ECA 
in Washington. Mr. Ford had been 
vice-president in charge of produc- 
tion, and president of Joyce de 
Puerto Rico. L. B. Eastman, for- 
merly vice-president in charge of 
sales, has been appointed execu- 
tive vice-president. Sam Haskins 


has been named sales manager. 
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STAND-OUT—Freeman Certi-Fresh Foods, Los Angeles, is using 
Whis car card locally to promote its Certi-Fresh frozen fish. 


The package pictured is an actual container placed on the card 
for three dimensional effect. The Bogarts agency has the account. 


Beich Plans Return 
to Radio, TV Spots 
for Whiz Candy Bar 


BLOOMINGTON, ILL., Sept. 20— 
Paul F. Beich Co., maker of Whiz 
candy bars and one of the éarly 
users of 15-second radio spots, 
will return to using spots—both 
radio and TV—this month. In re- 


_| cent years the company has tried 


a number of other media, but re- 
ports that nothing seemed to get 
results like the original spots. 

The new spots are scheduled in 
17 markets. On television they will 
present three different one-minute 
premium offers, which will re- 
quire the viewer to send im Whiz 
wrappers. If these are successful, 
Beich plans to go into additional 
markets with a wide variety of 
one-minute spots and premium of- 
fers which are ready in story board 
form. 


a The radio spots will have a 
standard opening and closing an- 


nouncement, but the second yoice 
response will be done in dialect. 
One time an English dialect will 
be used, the next an Italian, next 
a Mexican, etc. By introducing 
this touch of comic relief, Beich 
hopes to get away from any irrita- 
tion factor in the spots. 

Beich reports that it has had a 
new Whiz bar on the market for 
about five months, and that sales 
have been increasing steadily. The 
new bar is said to be greatly im- 
proved in both shelf life and eat- 
ing quality. 

Biddle Co. here is the agency. 


Sorensen Appoints Picard 

P. Sorensen Mfg. Co., Long Is- 
land City, N. Y., manufacturer of 
cable, wire, ignition parts and car- 
buretor kits, has named Picard 
Advertising Co., New York, to 
handle its account. 


Gilbert Signs TV Show 

A. C. Gilbert Co., New Haven, 
through Charles W. Hoyt Co., will 
sponsor the “Boys Railroad Club” 
over CBS-TV for eight weeks 


starting Oct. 28. 


700 Expected at Export Admen’s Meeting 


New York, Sept. 20—More than 
700 executives of top U. S. indus- 
try, advertising, and international 
/publishing are expected to attend 
‘the second annual international 
advertising convention of the Ex- 
port Advertising Assn. at the Hotel 
Plaza, Oct. 5. 

Theme of the one-day session is 
“What management is getting for 
its overseas advertising dollar, to- 

| day—and tomorrow,” with all 
panel discussions and speakers 
covering this topic. 

George H. Giese, chairman of 
the convention and vice-president 
of McCann-Erickson, will deliver 

the welcoming address, which will 
carried by the “Voice of Amer- 


ica.” 

Eugene Holman, president, 
Standard Oil Co. (New Jersey), 
will speak at the luncheon, fol- 
lowing a morning panel on “What 
does management expect from in- 
ternational advertising?” 

Highlighting the afternoon ses- 
sion will be a case history dem- 
onstration of how an international 
advertising campaign is developed. 


Resigns Interchemical Post 


Winifred Spear has _ resigned 
after five and a half years as di- 
rector of publicity of Interchemical 
Corp., New York. She will soon 
open her own publicity and pro- 
motion office. 


Lever to Offer Premium 

Lever Bros. Co., New York, will 
run a “Once in a Lifetime” pro- 
motion through grocery stores in 
October offering a three-piece kit- 
chen cutlery set for $1 with two 
wrappers or box tops from any 
Lever products, or the knives for 
50¢ plus one box top or wrapper 
from a Lever soap product. A 
full-page ad in the Oct. 9 Life, 
plus business paper space and co- 
operative advertising, will support 
the promotion. Ruthrauff & Ryan 
is the agency. 


Appoints Robert Harron 

Robert Harron, formerly head of 
the public information bureau of 
Columbia University, New York, 
has been appointed head of 
the news and public service bu- 
reau of the University of Denver. 
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public has made Quick grow —faster than 
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It took Time, for instance, almost 20 years to pass a million 
circulation — Quick reached it in 15 months. Among all of 
today’s magazines only Look and Life ever reached a million 
circulation as fast as Quick. 


As a result of Quick’s unique advantages and its 
phenomenal growth, 20 major national advertisers have 
already scheduled Quick . . . and the list is growing. 
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